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The secret of Jefferson Super-Lag per- 
formance is in the lag plate on the 
Super-Lag link. This plate delays the 
normal fuse action, provides a time in- 
terval or lag by absorbing temporary 
heat fise. ‘his time-lag prevents the 
fuse from blowing on harmless tempo- 
rary overloads—saves needless STOPPED 
Time and link replacements. 
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Your customer has to pay his men whether they are working or are waiting 
on a STOPPED motor. Show him how he can avoid the many needless 
stops by using fuses which protect TIME, not just the motors. 


Jefferson Super-Lag Renewable Fuses protect TIME. They do not blow 
the moment current rises—do not stop the motor if the overload is only 
temporary. But they operate positively before the actual danger point is 
reached. It is this ‘‘wait'’ which gives the motor a chance to recover 


speed—which eliminates needless STOPPED TIME. 


Jefferson Super-Lag Fuses are made in both knife-blade and ferrule types, 
in all capacities to suit every customer's need. Liven up fuse sales by 
selling TIME protection along with motor protection. 


Fuse Chart—FREE—A handy guide to 
selection of proper size fuses at a glance, for 
the adequate protection of motors. Ask for 
Fuse Chart No. 19 


JEFFERSON ELECTRIC COMPANY 
BELLWOOD (Suburb of Chicago) ILLINOIS 
Canadian Factory: 535 College Street, Toronto 


JEFFERSON 
T-La 


Supe Fuses 
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Trolley SQUARE-Duct... 


A New Electrical Development 
That Opens New Fields 


For Sales... 











i One way for the wholesaler to build up new busi- 
ness is to instruct his customers, contractors and 
industrial plants in the new electrical developments 
which may be used to increase factory efficiency 

and reduce production costs. 
Trolley SQUARE-Duct is such a development. It is 
a mobile system of power circuits which greatly 
increases the utility of portable electric tools and 

.. oa es electric appliances. 

See It eliminates the inconvenience and hazards of 
long extension cords and fixed outlets. It was first 


oh te vee . / developed for the assembly lines of the great auto- 





mobile plants. It has since been used in many other 
kinds of factory production. 
7 — , If you are not entirely familiar with Trolley 
a g ‘or ” SQUARE-Duct and its applications, you can obtain 
zi : P| complete information from the nearest Square D 
. ” district office or from the factory at Detroit. Write 
for Bulletin 535-CA. 


SQUARE J] COMPANY at 


DETROIT yg@>MILWAUKEE 
wie Gen” 6 6UCTCUWVWILCDSGCCON SIN 


SQUARE ODO COMPANY, INC., LOS ANGELES, CALIFORNIA 
CALL IN A SQUARE 0 COMPANY CANADA LTD. TORONTO, ONTARIO CALL IN A 


SQUARE D MAN SQUARE D MAN 
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magazine to publish a special “convention 
issue” at the time of the spring meeting of the 
National Electrical Wholesalers Association. 
Since the discontinuance of these meetings in 
1932, ELECTRICAL WHOLESALING has endeav- 
ored to present to its readers each spring a dis- 
cussion of wholesaler problems and markets, such 
as might be expected to take place at Hot Springs. 
This year, rather than holding a ‘“‘convention 
on paper,” as we did in ’32 and ’33, it has seemed 
only logical to follow through on our last year’s 
special issue which was devoted to the modern 
electrical home, and to extend our contents to 
include three other markets which provide imme- 
diate sales opportunities for the wholesaler. 


Fs many years it has been the custom of this 


F  ppsaninoneyriage the pages that follow are 
devoted to a discussion of modernized selling 
in four major markets: housing, industrial, appli- 
ance and farm. There is nothing mystical about 
this phrase ‘modernized selling.” It is merely 
another way of saying that the wholesaler’s sales 
plans and sales methods must be in tune with 
modern conditions. In other words, ‘‘modernized 
selling” is only planned selling, geared to today’s 
markets. 

Back in 1931 this publication, then known as 
THE JOBBER’S SALESMAN, presented a “Plan for 
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Modernized Selling 


Market Determination and Market Develop- 
ment” which was predicated on the belief that 
“the first principle of intensive selling is to know 
your market; the second is to have a plan for sell- 
ing that market.” 


HESE fundamental principles of intensive sell- 

ing are even more applicable in 1935 than they 
were in 1931. Then we were still sliding down 
into the depression trough. Now we are def- 
initely on our upward climb. The Federal Re- 
serve’s Index of Industrial Activity, for example, 
has risen far above the low point of 58, reached 
in July, 1932, and is now around 87. There is far 
more business to be had today, but only modern- 
ized selling will actually bring in orders in sufh- 
cient volume to show a profit. 

On the following pages we endeavor to paint 
a quick picture of the potential business in these 
four important markets. We suggest how the 
wholesaler can secure business from the Better 
Housing Program, how plant modernization can 
be sold to the industrial, the essentials of appli- 
ance retailing (for, after all, the wholesaler’s ap- 
pliance volume is limited by the merchandising 
ability of his dealers), and we discuss selling prob- 
lems peculiar to the farm market. 

Each of these markets can be sold now, and 
Modernized Selling will sell them. . 


7. Fenton dA 


EDITOR 
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Heading THE “WANT LIST” 
OF THE AVERAGE AMERICAN HOME 





Look! A streamline iron! 

A new kind of electric iron designed with aero- 
dynamic lines. The Moderne has black Calmold 
handle with integral thumb rest. Double button- 
nooks. Current can be turned ‘‘on’’ or ‘‘off’’ by 
merely turning switch lever—attached cord— 
weighs only 34 lb. List price $8.95. Other 
Hotpoint Irons $2.95 to $7.95. 





Look! It “waffles” itself 


The ‘‘Westchester’” Waffle Iron is automatic. 
Red signal light tells when current is “‘on.”* It’s 
finished in Chromeplate with contrasting black 
enamel. Natural Marblette handles. Non-over- 
flow grids. Scratch-proof fibre feet. List price 
$9.95. Non-automatic models $6.50 and $7.95. 





Look! Juice extractor is free! 


In most mixers the juice extractor is 
billed as an “‘extra.’’ But in this G-E 


Hotpoint Mixer it comes free! Included table. 
also in the $22.50 are 2 Pyrex bowls,a cakes, 
double beater, drink mixer, juice extrac- $9.95. 


tor with bowl and oil dropper. Comes 
in 3 colors—all green, green with cream 
trim, and cream with green trim. 





Look! Steaks on a table! 
This *‘Treasure Chest’’ Cooker will 
grill steaks right at the dining room ern design whic 
Will also fry eggs, bake pan- 
toast sandwiches. List price 

Interchangeable waffle grids 
available at slight additional cost. 


Hundreds of thousands of house- 
wives are ready to buy now. A 
tremendous replacement market is 
available. A new era of rural elec- 
trification is at hand — opening 
an enormous new market. 


Tie-in your Modernized Selling 
Program with the Leading Line 
of Modernized Appliances. The 
electric heating device field calls 
for up-to-the-minute styling as 
well as utility. It calls for some- 
thing new and something different 
almost continually. It is a fast 
moving, fast changing field. Gen- 
eral Electric Hotpoint has always 
anticipated and kept pace with the 
demands. 


Hotpoint has been the appliance 
“buy-word” of the American 
housewife for over thirty years. 
And remember — Hotpoint is 
consistently advertised too. 


Be sure of a continued appliance 
profit. Push this complete line of 
nationally advertised Modernized 
Appliances. 


sets from $6.95. 





Look! Oxford Percolator 


A simple dignified percolator of mod- 
harmonizes nicely 
Chromeplate 
et. 6-cup size 


with almost any settin 
finish. Scratch-proof 
$7.95. Other percolators, urns and 





Look! The toaster that: toasts “even” 


It’s the Black Knight—toast can be moved by 
side handles without burning fingers. Merely 
lowering doors causes toast to turn itself, 
Chromeplate finish. List price $3.50. Others 
up to $3.95. 





Look! Hotpoint’s Chafing Dish 


This chafing dish can practically cook a meal at 
the table. Makes rarebits, souffles, lobster a la 
Newburg, creamed chicken. This is a hot num- 
ber that’s moving fast for dealers who are giving 
it display. List price $14.95. 








Look! Modern coffee Maker 


The Dorchester Coffee Maker comes 
in 4,6 and 8 cup sizes. Genuine Pyrex 
Glass bowls. 6-cup capacity $9.95. 
Other models $5.95 to $10.95. 
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Housing Starts Its Recovery 


The trend in new residential construction is now definitely upward 
and FHA modernization loans are running a million dollars a day 


HE long-awaited upturn in home building has ar- 
rived. Contracts for residential construction are 
showing substantial gains each month, with permits 

for new houses running well ahead of public works and 
non-residential buildings for the first time in many years. 
There are several reasons why this new activity in 
home building can be expected to not only continue, but 
to steadily gather momentum. First of all, there is a 
backed-up demand for more than a million new houses, 
which is only just beginning to be felt. Desirable rentals 
are becoming scarce, vacancies are fewer, and rents are 


rising. In some communities the number of prospective 


tenants already exceeds the supply of available dwellings 
and there now exists an actual housing shortage. 

This condition has led speculative builders, inactive for 
the past five years, to resume operations. 


Results have 











been most encouraging. Houses 
have been sold before they were 
completed and, in some cases, 
builders are already planning to 
expand their operations. 

Insurance companies and loan associations, receiving 
more inquiries for properties taken in on mortgages, are 
advancing their sales prices. 

Activities incident to the provisions of Title II of the 
Federal Housing Act are becoming operative. The re- 
sistance of local financial institutions to this new system 
of mortgage insurance is gradually, yet definitely, break- 
ing down. 

Residential construction will be further stimulated by 
the development of radically new designs and their pro- 
motion through the erection of model homes, such as 
those already announced by General Electric. 

And, in addition, FHA’s Better Housing Program is 
showing results to the extent of $8 million of moderniza- 
tion and repair work each week. 

The revival of housing has started. 


a 
== 
§} 











56D ON if 
Lines wy jf 
This IN if 
RM! I¢ £ 
no Pel $7 Sa 
est pee se fe 401,628 in A 
—— potest io P Pare oF Ney, C Pblicat;, 
nv Fecer™ ot vet ~ f 0, Ng / 
varer HOF ot toe aiuto ee a - . st, . f 
- oe ober at ~ a reestet iat ae —Sa—_— — “ang Roce } 
108 \ne* a mu — —— « e,° 1] 
gminiet FOS” paildine™ ged 1 * nye — e C ve 
wosoe ten See, Ol A yi Building in 215 Cities |.).~_" 
di 7 . 
wegre? unas Susie my comets, save B Pp . r ears Ps ont Pcie 
<olume sratet gene We yoe ORD e Fou jue” uty Deen, , =? 
pnited wae t aw H n wi 2 un 
ie sore ee kee + at Highest t i ee 
. - ———— 0 
Ohioans Flood res2, = ose yeere® soot P) 1378. the highest level since May last] ting hee meen md 
7 086. sel py wrk. May 11—(UP)— .  * ra] . 
Agents With rs aca Sencar alg Mem Yh his eign a gun ver ABC MAE, Fo a 
a oe 9 ve col me e {| T torial 3 7 the} Ve: 3 ~ 
Queries - — ore art esr233 e|smounted ee etre 7 cen ; today *¢8iog 
— oe et Oe vember, 1931, .9 Cee cenereh sakes fod? per|* od for up The tg] 
SM a compilation pub! n the eat Pacific states, 1143 per] i ls con. | 
t a cae Inc ent in the stain states. 62.7 Pet] se , 
ene end © opTIMI rot. pote oor’ yep 824 ty = a ent in the ae my per cent| Durr a Mr } e 








The modern kitchen requires automatic ventilation, local “Home brew” wiring was resorted to in this basement 
illumination and adequate convenience outlets, in addi- recreation room because no outlets were provided, in the 
tion to the range, refrigerator and dishwasher original wiring, for lighting the ping pong table 


Will One Million New Homes 
Be Adequately Wired ? 


Home building is in the first stages of recovery, 
and the existing housing shortage exceeds one 


million houses. 


Architects and builders are active for the first 
time in five years, but the houses which they 
designed and built in 1929 are obsolete electric- 
ally today. 


The new homes which are built this year and 
next will also be obsolete electrically unless the 
electrical industry sells architects, builders and 
prospective home owners on what constitutes 
adequate wiring and complete electrical equip- 
ment in the modern home. 


Modern equipment _in- Circuit control and phones 
cludes electric chimes on first floor 





Outlets should be provided for study Dressing tables need side lighting with Outlets every five feet provide for 
lamps in all living and bedrooms switches, also convenience outlets reading lamps in any location 
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Twenty Million Existing Homes 
Need Additional Wiring 


Lack of sufficient circuit capacity and an inadequate number 
of outlets, many of them improperly located, seriously handicap 
the sale of modern electrical equipment in homes already built 


HE electrical industry has ob- 
Ta less than two per cent of 

the $400 millions of moderniza- 
tion and repair work which has been 
produced by the Better Housing Pro- 
gram. The painting and roofing in- 
dustries have secured the lion’s share 
of this work, but the plumbing and 
heating industry, because it has done 
an excellent selling job, has secured 
for itself some $30 millions of new 
business. The American Radiator 
and Standard Sanitary Corp., for ex- 
ample, which reported a loss of nearly 
six million in 1932 and of almost a 
million in 1933, made a net profit of 
about one and a half million last year 
—because it went out and sold home 
modernization and repair. 

The electrical industry can make 
similar profits if it will go out and do 
a similar job. One has only to select 
at random eight to ten homes built 
prior to the depression, and to ex- 
amine their wiring, to secure a cross- 
section of the tremendous potential 
market for electrical modernization 
presented by this country’s 22 million 
wired homes. 

In its April issue, Electrical Con- 
tracting presented the results of a 
wiring survey of 53 houses, located 
in 11 suburbs of New York City, which 
were on the market the early part of 
this year at rentals ranging from $35 
to $275. 

The proportion of these houses 
whose wiring was far below the 
standards of normal electrical con- 
venience, as shown in the next col- 
umn, indicates the selling job that 
confronts the electrical manufacturer, 
wholesaler and contractor. 

A more detailed survey of a smaller 
group of typical homes, which in- 
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Percentage of Homes Surveyed by 


“Electrical Contracting’ Found 
Lacking Essential Wiring Outlets 
No refrigerator outlet..... 85 % 


No wall switch in bathroom 79 
No wall switch in bedroom 77 
Inadequate bathroom light- 


WR ch ihaoreeneNs 70 
Two convenience outlets, or 

less, in living room..... 66 
Houses with “‘shock’”’ 

I 6 a5 oot wee ote 64 
Houses with permanent cord 

EE cao ine Siem 58 
Old style push button 

a oie Bar antes 52 
No convenience outlet in 

DINE oie ve eee es 43 
Homes with obsolete screw 

type receptacles ....... 34 
No wall switch in dining 

Se ee Pe < Dealt ‘23 
No convenience outlet in 

dining room .......... 19 
No wall switch in _ living 

vA ch I Pea a oe pl 13 
Obsolete rotary type 

I ace n'y. s 08 ek 1] 











cluded size of service and number 
and capacity of circuits, indicates the 
size of the home modernization mar- 
ket for wire, cable, switches, boxes, 
ete: 

It was found that the average house 
surveyed needed a larger service and 
entrance switch, nine branch circuits, 
range wiring, over 1,000 feet of ABC 
cable, nearly 2,000 feet of rubber- 
covered wire, 32 convenience outlets, 
12 single-pole and 12 3-way switches, 
one 4-way switch and 88 outlet and 


switch boxes, in addition to pilot 
lights, clock and radio outlets, an out- 
door receptacle and an_ illuminated 
house number, together with the nec- 
essary fittings and accessories. 

In order to determine what consti- 
tutes adequate wiring, complete stand- 
ards have been developed for 
residences, which have received the 
approval of all of the national asso- 
ciations in the industry. In spite of 
the joint action by the several organi- 
zations, no effort has been made to 
put these standards in until January 
of this year, when the electrical in- 
spectors of North Carolina initiated 
a statewide campaign to promote ade- 
quate wiring. During the first two 
months of this campaign, nearly one 
hundred jobs were secured on the 
new basis of adequacy. 

These adequacy standards, com- 
bined with the Better Housing Pro- 
gram, afford the electrical industry an 
immediate approach to this vast mar- 
ket, discussed by the acting admin- 
istration of FHA on the following 
page. A more detailed explanation 
as to how electrical wholesalers and 
contractors can follow through is 
given in “Selling Better Housing,” a 
new booklet obtainable from the Fed- 
eral Housing Administration in 
Washington. This “sales manual for 
contractors and all men engaged in 
selling materials used in moderniza- 
tion and repair” clearly explains the 
entire Better Housing movement and 
offers definite suggestions for the 
electrical contractor and the salesman 
of electrical supplies. 

Better Housing can help manufac- 
turers, wholesalers and contractors to 
obtain real profits from electrical 
modernization. 

















This new pre-fabricated house typifies the new 
trend toward a distinctive ‘‘American’’ style 
of architecture 


Houses, Inc. 


Developing the Housing Market 


Electrical wholesalers can create new business by actively sup- 
porting the Better Housing Campaigns in their own communities 


S THE members of the elec- 
trical industry already know, 
FHA’s Modernization Loan 

Plan enables the qualified owner of a 
home or business property to borrow, in the form of a 
three-to-five-year “character loan,” as high as $2,000 to 
pay for modernizing, repairing or otherwise improving 
his holding, while the owner of business property may 
borrow up to $50,000. 

The electrical wholesaler can very definitely increase 
his sales by tying-in with this program. He will find it 
to his advantage to study the National Housing Act, to 
follow the progress of Better Housing in the territory he 
serves, and in every way possible keep up with what is 
being done in connection with the Modernization Pro- 
gram. He will find that his dealers and distributors will 
respond to his suggestion that they get into the com- 
munity Better Housing Committee work, that they thus 
make themselves valuable assistants in promoting Better 
Housing, and that in this way they keep their fingers on 
the pulse of the Housing Program. 

If the wholesaler himself will join his local Better 
Housing Committee, or help to organize one if there is 
none in his community at this time, he will find that he is 
either creating or discovering new sales ideas and oppor- 
tunities all the time. 

At present there are more than 7,000 American com- 
munities either organizing or completely organized for 
Better Housing. They have demonstrated that the only 
way to develop the maximum of modernization and re- 
pair in a community is through the house-to-house can- 
vass, the detailed business of having individual solicitors 
go from home to home and after suggesting to each 
owner in what ways his property can be improved, secure 
his pledge to have the work done in the near future. 

They have also learned that the best way to promote 
a given line of work is to have the canvassing done by 
men and women familiar with that line. Hence, the 
more electrical salesmen that take part in house-to-house 
canvasses, the more electrical business will be developed. 
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By STEWART McDONALD 


Acting Administrator, Federal Housing 
Administration 


Wholesalers have found it highly 
advantageous to urge all banks which 
they contact to facilitate Better Hous- 
ing. They have taken the next ob- 
vious step and asked their dealers to make the same 
request of local banks. Both the manufacturer and the 
wholesaler, by studying the modernization field, will see 
that modernization and repair have developed an unex- 
pected demand for certain articles in their line which up 
to this time have not had wide sales. 


UT modernization is only a part of the Better Hous- 

ing Program. The second part, construction of new 
residences, is also under way. In the past, prospective 
home owners went out and paid for the property by giv- 
ing one, two, or even three mortgages on it. These mort- 
gages ran usually three or five years. The second and 
third trusts were exorbitantly costly. All of them had to 
be renewed or curtailed again and again because the bor- 
rower could not pay them off. The result was that he 
had to pay big fees and commissions for renewals, and 
even with this burden on him he was harassed by the 
fear that the lender might refuse,to renew when he could 
not make full payment, and then take his property away 
from him after he had sunk a lot of money in it. 

To abolish these evils the Housing Administration has 
developed a nation-wide mutually insured standardized 
home mortgage system. Under it any man who can 
make a down payment of 20 per cent of the value of the 
home he wants to buy, can pay the remainder of the 
price by giving a 20-year mortgage on the property, 
which he may pay off in equal monthly installments, each 
installment amounting to just about what he would have 
to pay as rent for occupying a home of that type and 
cost. This system is already encouraging the building 
of new homes throughout the United States. 

The electrical wholesaler can support the new con- 
struction program as effectively as the modernization 
plan. And he will find it equally productive of new 
business. 
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The Salesman—Key Man In The 
Better Housing Program 


The development of the housing market, both modernization and new 
construction, is the salesman’s responsibility and his opportunity 


HE building industry will stage the come-back that 
the whole nation desires only with salesmanship and 
salesmen. 

Congress passed the National Housing Act, and the 
Federal Housing Administration has put it into opera- 
tion. Newspapers, magazines, trade papers, the radio, 
the billboards, direct mail campaigns are spreading the 
gospel of Better Housing. House-to-house canvassers 
of Better Housing community campaigns are interview- 
ing millions of property owners and obtaining pledges 
for modernization work. Financial institutions stand 
ready, under the modernization credit plan, to finance 
modernization and also under the mutual mortgage insur- 
ance plan supply the funds for new home building. All 
of this splendid effort is making home or business prop- 
erty owners improvement minded; it has interested them 
in modernization; it has created a desire on their part 
for the better living that goes with home improvement. 

But all this is not enough. It takes vigorous, untiring 
salesmanship in addition to get the order. It is the sig- 
nature of the property owner on the dotted line that 
starts the actual work. It is the signed order that starts 
idle factories manufacturing the building products; that 
turns the wheels of transportation to speed these products 
to the dealer; that starts the architect to making plans, 
the dealer to rushing construction materials and supplies 
to the grounds, the artisan to start to work. 

It is the salesman who points out the particular items 
that need repair. It is the salesman who can 
arouse the imagination of the home owner ; 
make him see the advantages of finished 


rooms in the attic or a play room in the base- cae 


ment, the convenience of new kitchen equip- 
ment and arrangement, the protection that 
adequate lighting affords the eyesight of his 
children. It is the salesman who can explain 
to the home owner the modernization credit 
plan. 

In this movement to revive the building 
industry the salesman has an opportunity 
and a responsibility. No mere order takers 
can do the job. It isn’t only the salesman 
in the strict sense of the word—the fellow 
who goes from door to door or from office 
to office—but also others of the building 
industry who in a large measure are sales- 
men and therefore must seize their oppor- 
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tunity and at the same time shoulder the responsibility. 
Every man in the building industry, whether he be manu- 
facturer, wholesaler, contractor or dealer, whether he be 
president, manager, accountant or what not, must be a 
salesman of building revival, and that means a salesman 
of good times. 

It is his responsibility that he prepare himself for this 
work. Prepare by making a study of the few rules and 
simple regulations that govern the operation of the mod- 
ernization credit plan. Responsibility doesn’t end there. 
It doesn’t end until the prospect has made his arrange- 
ment with a bank or other approved lending institution 
to secure the cash to start the work and then signs the 
order. And that this may be followed through to a suc- 
cessful conclusion, the salesman or some official of the 
firm should also make arrangements with some bank that 
is ready and willing to supply the necessary funds under 
the modernization credit plan. If necessary, he should 
introduce the prospect to the banker, help him fill out 
his credit statement, assist him in every way possible. 

The hope of the building industry, and, in a great 
measure, the hope of those who would see our country 
prosperous, is the salesman of the building industry. 

The Government is doing its part, the banks are doing 
their part, that portion of our citizenship that is further- 
ing the Better Housing Community Campaigns is doing 
its part. Now it is up to the salesman to go out and sell 
modernization and new residence building in America. 





One of the two grand-prize-winning homes in General Electric's 
architectural competition, held in cooperation with FHA 
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Modernizing the electrical equipment and wiring of American in- 
dustrial plants involves the sale of immense quantities of lamps, 
wire, conduit, fittings, switches, panelboards and motor control, 
in addition to reflectors, motors and other equipment items 
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Delayed Replacements Create 
Big Industrial Market 


Increased production in many lines is severely 
taxing the capacity of obsolete plant equipment 


HE pent-up demand for factory 

expansion and rehabilitation has 

reached huge proportions. Four 
million men could be employed con- 
tinuously for two years in bringing 
up-to-date the mechanical and elec- 
trical equipment in industrial plants. 
Expenditures of nearly $20 billion 
would be required—more than four 
times the $4.8 billion to be released 
under the Work Relief Act. 

This potential market for machin- 
ery has been broken down by types of 
manufacturers in the following fig- 
ures recently released by the Ma- 
chinery and Allied Products Institute. 





%o of 
Item Requirements Total 
Agricultural Imple- 

WN oi he cs 731,840,500 3.94 
Electrical Machinery 6,060,902,423 32.63 
Engines, Turbines, 

Tractors, Water 

A Se ee 1,203,636,153 6.48 
Foundry & Machine 

Shop Products .. 7,299,830,376 39.30 
Machine Tools .... 724,410,648 3.90 
All other machinery 2,554,011,900 13.75 

OGRE Co) See $18,574,632,000 100.00 


Every five years American Ma- 
chimst reports what proportion of the 
metal-working machinery in the 
United States is over 10 years old, 
this being the customary amortization 
period for such equipment. On this 
basis, 65 per cent of installed ma- 
chines are now obsolete, as against 48 
per cent in 1930 and 44 per cent in 
1925. True, these figures concern 
equipment which is not sold by the 
electrical wholesaler, but they are of 
tremendous significance to him. In 
most cases, these machines are motor 
operated. Their replacement will fre- 
quently involve new wiring, switches, 
fuses, control devices, and often new 
panelboards and switchboards. 


Obsolete Lighting 


Of even greater concern to the 
electrical distributor is the obsolete 
lighting equipment and the low levels 
of illumination to be found today in 
the average factory. Charles D. Poey, 


JUNE 1935 


manager of the lighting bureau of the 
New York and Queens Electric Light 
& Power Co., recently reported to the 
Illuminating Engineering Society that 
nearly 85 per cent of industrial plants 
are using obsolete reflecting equip- 
ment. The average age of lighting 
equipment is 8} years and the average 
level of illumination, in working 
areas, only 2.85 foot candles—mere 
twilight. 
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Those industries with the lowest lighting 
intensities have the highest accident 
records 


The above chart, which shows the 
number of accidents due to poor 
lighting, indicates an excellent sales 
approach. The industries with the 
lowest levels of illumination and the 
most antiquated lighting equipment 
are those with the worst accident 
records. 


Capital Funds Available 


Many industrial plants have been 
compelled to defer badly needed mod- 
ernization because their banks would 
not advance funds for capital expen- 
ditures. Now, due to recent legisla- 
tion, such funds are available from 
two sources. 

The Reconstruction Finance Cor- 
poration Act has been amended to en- 
able commercial banks to make loans 
for working capital to industrial or 


commercial borrowers for periods not 
exceeding five years. The Federal 
Reserve Bank will take over such 
loans at any time, and without re- 
course, for 80 per cent of their value. 
In exceptional cases the Reserve 
Bank may lend direct. Loans are 
available for new construction, plant 
expansion, additional equipment, for 
labor and materials and to pay exist- 
ing indebtedness and taxes. For de- 
tails, write to RFC, Federal Reserve 
Bank Bldg., New York City. Ask 
for Circular No. 13. 

Industrials can also secure funds 
for capital expenditures through 
FHA. The Federal Housing Act has 
been amended to authorize loans up 
$50,000 for industrial modernization. 
Detailed information may be secured 
from the nearest FHA office. 


Preferred Prospects 


Most industrial companies are re- 
porting substantial gains, both in 
sales volume and earnings. First 
quarter earnings of some 200 con- 
cerns, as tabulated by Business Week, 
showed a gain of 28 per cent over the 
same period last year. 

Largest gains were reported by 
makers of construction materials, 
manufacturers of machinery and elec- 
trical equipment, publishing and 
printing firms, and concerns in the 
iron and steel, metal products, non- 
ferrous mining and railway equip- 
ment industries. 

Farm equipment manufacturers are 
behind in their shipments and orders 
are running 75 to 100 per cent ahead 
of last year. Machine tool sales are 
up 20 to 30 per cent. Substantial 
gains are also reported by manufac- 
turers of automobiles and accessories, 
pumps and compressors, cash regis- 
ters, typewriters, sewing machines, 
fertilizer, chemicals, paint, building 
materials, electric refrigerators, wash- 
ing machines, plate glass and paper. 
These plants are preferred pros- 
pects for new electrical equipment. 
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A\n Example of 


Modernized Industrial Selling 


McCarthy Bros. & Ford, following through on educational pro- 
gram of Buffalo electric league, use savings in operating costs as 
their sales approach in soliciting industrial modernization jobs 


N outstanding example of what can be done in 
selling electrical modernization to industrial plants 
is to be found in the city of Buffalo. For the 

past two years the Electrical League of the Niagara 
Frontier, through its industrial committee, has carried 
on a consistent educational program among plant engi- 
neers and executives. Every local electrical firm that 
sells to industrials is represented on this committee which 
has adopted as its theme song “Electrical Modernization 
Will Save Money and Increase Profits.” 

In 1933, a 20 page illustrated bulletin was prepared 
and distributed to 2,500 individual plants, institutions 
and commercial buildings in Buffalo, Niagara Falls and 
the Tonawandas. Its title was “Electrical Moderniza- 
At the bottom of each page ap- 
peared the slogan “You Can Buy Net Profits Now— 
Modernize Electrically.” Before-and-after photographs 
showed actual modernization jobs. A separate page 
was devoted to each of these subjects: switchboards and 
panelboards; electrical control; motor starters; electric 
wiring ; 


tion for Industry.” 


power supply; lighting; motorization; signals, 
alarms and communicating systems; material handling ; 
ventilation and drying; electric heat and electrical adver- 
tising. 

Results of plant modernization surveys were cited and 
the services of qualified industrial engineers were offered 
without obligation. A return post card was enclosed 
and a surprising number were mailed back to the com- 
mittee and referred to league members. 

So effectively did this bulletin tell the story of elec- 
trical modernization that an additional 3,000 copies were 
printed to take care of requests from manufacturers, 
wholesalers and electric leagues in other cities. 

The next year a less elaborate bulletin was used. 
“Electrical Aids to Economical Production’? was the 
theme and its scope was enlarged to include electronic 
devices, gear motors, air conditioning, production control, 
modern plant wiring, heating processes and new lighting 
systems. The second printing ot this booklet, for out- 
side distribution, ran to 5,000 copies. 

The 1935 bulletin, distributed early this year, carries 
the title “Save By Modernizing Electrically.” Concise, 
crisp, illustrated messages are presented on each page 
under such titles as “Save with better light for better 
sight; save with right size and type motors; save with 
modern controls; save on your machine drives; save 
with electric heat, and save with complete electrification 
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and safe wiring.”’ 
Electricity.” 

Each statement is supported by facts that any one 
familiar with manufacturing processes will have to admit. 
References are made to plants in the territory where 
modern electrical installations have been made. Benefits 
and savings are cited. The comments consider factory 
problems and their solutions which are bound to interest 
the readers more than emphasizing equipment first, and 
the illustrations provide a factory atmosphere. 

To capitalize on the interest that may be aroused, the 
last page says in bold type: “Let Us Take a Walk 
Through Your Plant and Pick Up These Wasted Dol- 
lars,” followed by a request to fill out and mail the 
attached card, which will bring an industrial engineer to 
make a thorough investigation and submit recommenda- 
tions gratis. This service is offered again at the close 
of the book, on the back cover page, which is headed 
“Check Your Plant for Unseen Production Costs.” 

This consistent campaign has unquestionably made 
plant executives in the Buffalo area aware of the ad- 
vantages of electrical modernization. While it has not, 
by itself, produced business, it has very definitely broken 
down sales resistance for those who have followed 
through with personal selling effort. 

The chairman of the industrial committee, and prob- 
ably the most active promoter of the entire movement, 
is Karr Parker, president of McCarthy Bros. & Ford. 
All five jobs shown on the accompanying chart, which 
is reproduced from the latest league bulletin were done 
by Mr. Parker’s firm. He has the supporting facts and 
figures in each case. 


Each page ends with “Save with 


HILE every town does not boast of a chemical 

factory or a lumber mill, office buildings, hotels 
and hospitals are to be found in every wholesale area, 
and some of the details of these jobs should be of gen- 
eral interest. 

At the hospital, which was located in Niagara Falls, 
an obsolete steam plant was replaced with central station 
service and the necessary transformers, wiring and other 
equipment was paid for out of savings in less than three 
years. 

The Buffalo hotel job involved new transformers, a 
motor generator set, revamping the switchboard, new 
panelboards, new motors and motor driven pumps. 

The office building was a remodeling job, which in- 
cluded new switchboard and panelboards and new lighting. 
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Another job now in the works, is expected to 
pay for itself in a year and a half. A large oil 
company is installing motor driven pumps with 
automatic control in place of steam operated units. 
Electrical materials will run to $50,000 and the 
power company will gain a new load of 2,000 kva. 

It must be admitted that McCarthy Bros. & 
Ford are exceptionally well equipped to go after 
this industrial business. As Westinghouse agent- 
jobbers, they are in a position to furnish about 
everything needed for a job of industrial modern- 
ization and, because they maintain a separate con- 
tracting division (which is charged the same 
prices as any other contractor account), they can 
handle the complete job. Mr. Parker points out, 
however, that any electrical wholesaler who will 
employ a sales engineer and establish close rela- 
tions with a capable electrical contractor can 
successfully develop similar jobs. 

All salesmen contacting industrials can follow through 
on the literature sent out by the league and work up the 
prospect’s interest to a point where he is ready to have a 
survey made of the 
conditions in his plant. 











than the run-of-mine supply items such as wire, conduit, 
switches and reflectors. He may not, in all cases, be in 
a position to handle power transformers and motor gen- 
erator sets, but their installation will involve many 
accessories and wiring 
materials that he can 





In other words, the yl | sell. 
first step is the educa- CHEMICAL HOTEL | Modernization pros- 
tion of the wholesaler FACTORY WY pects can be success- 


salesman to the possi- 
bilities of industrial 
modernization and the 
next to get out and 
dig up prospects. In 
the case of a lighting 
job, valuable assist- 
ance can be secured 
from the lighting spe- 
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fully approached from 
three angles, Mr. Par- 
ker has found. These 
are economy, reliabil- 
ity and safety. The 
danger of burns from 
obsolete switches, or 
accidents from inade- 
quate lighting provide 

































































cialists of the power SN excellent sales ap- 
company. When ap- proaches. The dollar 
paratus is involved Sst" | Sivine | “Cost | saves | Cost | savin | cost’ | Savin | cost” | SAVING and cents angle is but 
which _ necessitates JOB Nel. N@ 2. Ne 3. N2 4. N2 5._. a part of the picture. 
specialized engineer- Most plants have the 


ing knowledge, the 
manufacturer’s sales engineers can be 
picture. 

For these reasons the wholesaler should not back away 
from any particular job just because it involves more 


called into the 


money to spend if 

only someone will convince them that their investment 

will be returned over a short period. A prospect may 

ask for time payments and these are obtainable from 

several finance companies, but in the end he will usually 
pay up when the job is done. 

It is no easy job to sell a modernization or 
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Compare equipment, 
maintenance costs. 


remodeling job but the man who works up a 
proposition and puts it over has little competition 
and can get a good price. The prospect is under 
an obligation to him for having surveyed the 
plant and prepared estimates and usually gives him 
a fair break. 

There is one danger to be avoided. When a 
survey is made and definite changes are recom- 
mended, the complete job must be carried through 
or the savings claimed will not be realized. 

Industrial modernization is a big field, but it 
is a difficult one. It involves much more than mere 
order filling but wholesalers who, through educa- 
tion, lift themselves out of the order-filling class 
will be able to develop new business for themselves, 
and at a good profit, too. 
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Market Favors Wholesalers As 


‘< 






New items, such as this home workshop, are expanding 
the appliance market 


appliances in the United States is no mean task. It 

is not so much that the facts are difficult to get at, as 
it is the realization that the possibilities are tremendous. 
The new standards of living, the new achievements in 
comfort and service developed tomorrow, can dwarf the 
estimates of today. 

Consider these figures: 

17,000,000 wired homes are without electric refrigera- 

tion. 

19,000,000 have no electric ranges. 

11,000,000 have no electric washers. 

10,000,000 have no vacuum cleaners. 

12,000,000 have no electric clocks. 

19,000,000 have no electric ironers. 

According to one reliable estimate the occupants of 
ten million of these homes are actually now in a position 
to buy electric refrigerators; the occupants of eight 
million to buy electric ranges and the occupants of nearly 
four million to buy washing 
machines. 

These are staggering totals, 


 spotincs in the potential market for electrical 


Appliance Sales Gain 


The wholesaler now occupies a 
stronger position in the appliance 
field because dealer sales are increas- 
ing at a faster rate than utility sales 
and the wholesaler is the dealer’s 
logical source of supply 


appliances as the electric refrigerator and the 

electric range are becoming factors in the re- 

placement business. Approximately 500,000 of 
the refrigerators and 600,000 of the ranges now in use 
are considered to be obsolete. 

Stated in terms of money rather than units of mer- 
chandise, there is a waiting market of $3,000,000,000 in 
major household appliances alone. 

Huge as they may be, none of these figures take into 
consideration the many unpredictable factors that will 
swell appliance sales still further. Modernization and 
new building, stimulated by FHA’s program are develop- 
ing new prospects for both wiring and appliances. In 
addition, rural electrification will open up thousands of 
homes to appliance selling. More intangible, but never- 
theless a vital factor, is the replacement business brought 
about by future radical changes—changes in design and 
performance which will make present units out-of-date. 
Also entirely new developments, such as television, which 
will bring entirely new markets into the picture. 

These, then, are the future possibilities spread out 
before those who sell appliances—a future already in 
process of realization, judging by the 1935 reports of 
business. Sales of electric refrigerators, for example, 

are anywhere from 40 to 300 
per cent ahead of sales for 
1934, according to the reports 





from a number of manufac- 





yet they do not tell all of the 





story. There is the replace- turers. Range sales are run- 
ment market to consider. There is an immediate market of ning 45 per cent ahead of last 
Something like ten million $3,000,000,000 i : li year, with sales of water 
radios are said to have passed oan tii in major appliances heaters up 186 per cent. 


their best usefulness. Nearly alone 
a million washing machines 
are believed to be ready for 
the discard. The actual re- 
placement market for electric 
irons is estimated to be in the 
neighborhood of three million 


annually. Even such compar- 


tion .« 


This does not take into account the 
business which will result from the 
FHA program and rural electrifica- 


Washing machine sales for 
March broke all records for 
the month and even exceeded 
the sales record for April, 
1934, the best month last year. 
An electrical association in a 
large eastern city has just com- 
pleted by far the most success- 





atively new and higher priced 


ful cooperative vacuum cleaner 
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drive in its history. And so go dozens 
of similar reports. 

But most important to the electrical 
wholesaler in this picture of an ex- 
panding appliance market is the fact 
that the dealer is coming into his own 
again as the purveyor of electrical 
merchandise. There is no denying 
his resurgence. Ina recent report of 
merchandise sales in its territory, one 
utility reports that 450 field salesmen 
accounted for sales of $1,300,000, 
while dealers disposed of $17,400,000 
worth. 

There are many reasons for this 
growing acceptance of the dealer as 
the logical outlet for electrical goods, 
but they may be said to center about the 
speedy, personalized service that he can 


offer throughout the life of the 
goods that he sells. The dealer 
has been slow to realize the full 
possibilities of this advantage, 
but with his position in the dis- 
tribution of electrical goods be- 
coming more secure, it is reason- 
able to suppose that he will de- 
velop it to the full. Certainly he 
will, if the electrical wholesaler, 
his natural source of supply, 
realizes his growing opportunity 
in the field of appliance mer- 
chandising and helps the dealer to 
make this vast business his own. 


Illuminated plant stands, another 
increases dealer 


item that 
volume 


new 





Dealer Selection Is Important 


The quantity and quality of his dealer outlets determine the volume 
of appliance sales which can be developed by the wholesaler 


per cent of electrical appliance 

dealers account for half of all 
appliance sales indicates the impor- 
tance to the wholesaler of selecting 
his dealer outlets for their merchan- 
dising ability. 

Interviews with successful appliance 
sales managers revealed very definite 
opinions as to what should guide the 
wholesaler in selecting his dealers. 

First of all the dealer’s store should 
be located on a main artery of traffic. 
It should be modern in appearance 
because modern appliances need a 
modern atmosphere to show them to 
the best advantage. A built- 
in kitchen, fully equipped 
and available for cooking 


Te fact that approximately 10 


demonstrations before 
women’s clubs, church 
groups, etc., is a decided 


asset. 

The dealer’s sales force 
should be large enough to 
properly follow leads. This 
requires a breakdown of the 
selling job on major appli- 
ances because one man can- 
not efficiently sell more than 
two or three items. Ranges 
and refrigerators can be 
handled by the same sales- 
man. Home laundry equip- 
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ment and radio seem to be natural 
partners. Oil burners and air condi- 
tioning go together well. 

Facilities for the proper servicing 
of major appliances is essential if the 
dealer is to produce the maximum 
results for the efforts that the whole- 
saler puts behind the building of his 
business. 

Then, there is the matter of finan- 
cial standing. If the dealer is going 
to join that select group of 10 per 
cent that do 50 per cent of the busi- 
ness, he must have adequate backing 
to promote his merchandise to the 
best possible advantage at all times. 





McCalls 


A modern kitchen installed in the dealer’s store 
increases appliance sales 


Haphazard selling of dealers is the 
surest way of obtaining haphazard 
results. Actually the wholesaler’s ter- 
ritory should be broken up into dis- 
tricts with each district containing 
enough potential business to keep one 
or two aggressive dealers well over 
on the profitable side of the ledger. 

Furniture stores should not be 
overlooked when appointing dealers. 
They are becoming increasingly ac- 
tive, especially on vacuum cleaners, 
radio and the major appliances. They 
push time payments and know how to 
merchandise. Department stores pre- 
fer to buy direct but some manufac- 
turers make provision for 
pick-ups from their local 
distributor. These pick-ups 
represent added sales for 
the wholesaler and give him 
a direct contact with the de- 
partment store that leads to 
sales of other items which 
may run into considerable 
volume. 

On major appliances the 
electrical specialty dealer 
continues to be the leading 
outlet. He deserves every 
consideration because he 
usually looks to the local 
wholesalers as his logical 
source of supply. 
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Modern Merchandising Methods 
That Sell More Appliances 


Appliance sales managers, interviewed by ‘Electrical Whole- 
saling,” give eleven points on which the wholesaler’s sales- 
men should check the performance of his dealer outlets 


HERE is one rule in modern 
T renancisng that stands out 
above all others from the 
wholesaler’s point of view. It 
might be phrased as _ follows: 
“Never consider an order of goods 
sold to a dealer until he in turn has 
sold them to his customers.” 
Large initial orders wrung from 
small, unknown dealers in a weak 











“The distributor's responsibility 
is to carry out the merchandising 
plans of the manufacturer, to set 
up a dealer organization that will 
permit each dealer to realize the 
full sales potential of his territory 
and to maintain adequate inven- 
tories of appliances and parts to 
support the efforts of his dealer 


help the dealer sell; window dis- 
plays to get passersby into the store 
and carefully worked out selling 
plans to carry the dealer and his 
salesmen successfully from the first 
contact with the prospect to the 
culmination of the sale. But fur- 
nishing all of this material is one 
thing and seeing that it is properly 
employed is quite another. That 





moment by some ambitious but 
misguided salesman are frowned 
upon by the wholesaler who is 
doing a real job in appliance sell- 


organization.”’ 


C. E. Wilson in “The Band Wagon,” 


task has come to be and rightly so, 
the wholesaler’s responsibility—a 
responsibility, if he would but real- 
ize it, that can be turned into a 











ing. He is quick to recognize that 
the dealer has been heavily over- 
sold and consequently is more of a liability than an asset. 
He knows, perhaps from bitter experience, that the hard- 
est part of his selling job still lies ahead of him when the 
dealer signs the order. 

Except for the larger stores, dealers cannot be expected 
to carry the retail selling job alone. There are a wide 
variety of reasons for this situation but chief among 
them is the fact that the average dealer finds his resources 
too limited to employ the talent necessary to properly 
plan and carry out the sales promotion activities that he 
needs in order to successfully compete with his high pow- 
ered competitors. 

So the manufacturer has taken over part of the bur- 
den. He has prepared elaborate consumer literature to 





Appliances deserve a department of their own 


16 


golden opportunity. 

The nature and extent of this 
assistance varies with the size and character of the dealer. 
Merchandising authorities are agreed, however, that 
every good dealer must carry on the following activities: 

1. Make a careful survey of ‘his possible market and 
fix quotas for his salesmen based on this market. 

2. Provide careful sales training for his sales organiza- 
tion. 

3. Use outside salesmen on major lines. 

4. Employ the cold canvass method on major lines. 

5. Make use of the commission method of payment 
either against a drawing account or as an extra incentive 
above salary. 

6. Provide adequate service facilities. 

7. Provide carefully arranged and extensive floor dis- 
plays. 

8. Make full use of the windows for effective and fre- 
quently changed displays. 

9. Do at least some local newspaper advertising. 

10. Use manufacturers’ promotional material to the 
fullest possible extent. 

11. Carry on a regular direct mail campaign. 

It is difficult to arrange these exactly in the order of 
their importance as authorities differ as to which could 
best be eliminated if limitation of resources or other 
factors made that step necessary. None of the first six, 
however, would be considered for the first to be dropped. 

As a matter of fact, there was practically unanimous 
agreement among these merchandising authorities that a 
survey of the market so that quotas could be fixed and 
a thorough training of the sales force were two jobs that 
no successful dealer organization could sidestep. Manu- 
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facturers of the major appliances in most instances have 
prepared sales training courses for the retail salesmen. 
These include detailed instruction on finding prospects, 
building the sale and closing the sale together with help- 
ful facts on the daily routine. Many manufacturers also 
hold regular sales courses in cooperation with their dis- 
tributors which the retail salesmen are invited to attend. 

The dealer who does not use this material that has been 
painstakingly prepared for him is certainly operating 
under a handicap, for it represents the best thoughts of 
sales experts based on studies of many successful seiling 
operations. It is inevitable that his competitor who takes 
the time and the trouble to organize his selling along 
such carefully prepared lines will soon leave him behind. 

A recent survey by a large wholesaler brought out 
some startling facts concerning the ten per cent that 
account for 50 per cent of the business and the 90 per 
cent that carry on a struggle for the other 50 per cent. 

The survey covered the sale of radio, cleaners and home 
laundry equipment and was designed to show the per- 
centage of each group that employed various of the 
merchandising activities previously mentioned. In every 
case it was found that the ten per cent group (the dealers 
doing 50 per cent of the volume) far outnumbered their 
less successful competitors in the use of these aids to busi- 
ness building. 

On radio, for instance, it was found that the ten per 
cent or volume dealers as they were called, outranked the 
ordinary dealers in the use of newspaper advertising by 
92 per cent to 50. In the case of cleaners, 85 per cent 
made use of such advertising while only 44 per cent of 
the ordinary dealers employed this selling aid. The ratio 
in laundry equipment was 83 to 71. 

Sixty-five per cent of the volume dealers employed out- 
side salesmen on radio against 41 per cent of the ordinary 
group. On cleaners, the ratio was 71 to 41 and on laundry 
equipment, it stood 76 to 53. 

While the percentages varied somewhat in the case of 
the other merchandising activities, 
the volume dealers were always well 
in the lead in the use of these meth- 
ods. This is rather convincing sta- 
tistical proof of the value of such 
methods in building an appliance 
business. 

In the case of all outlets that are 
not primarily electrical dealers, 
there is a constant danger that the 
electrical department will be left in 
the background to make its own 
way in the world. This is a condi- 
tion that will not be conducive to 
building the wholesaler’s volume. 
As one merchandiser has aptly put 
it: “If the electrical department is 
treated like a step-child, it will act 
like a step-child. Have a depart- 
ment that can be found without a 
flashlight.” 

In the case of a necessarily small 
electrical department, dramatic dis- 
plays will do much to give it that 
air of importance which it so badly 
needs if it is to grow into a major 
unit of the store’s business. The 
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This model kitchen utilizes. but a 

small corner of the dealer’s store. 

Such kitchens help to sell the 
ensemble idea 





Mass floor displays of a single kind of appliance, such as washers 
or cleaners, result in increased sales 


“face” that such a department turns to the customers that 
enter the store in quest of other than electrical items will 
play a major role in determining its success or failure. 

In carrying out all of these necessary plans and activi- 
ties, the retailer must have help and the wholesaler’s 
salesmen must be prepared to give it to him. It is a moot 
question as to how much time a salesman can afford to 
spend with each dealer in helping him to build his busi- 
ness. One wholesaler has found it very profitable to 
assign one salesman to about six dealers. Under this 
plan, he tries to spend about one day out of every week 
with each of the dealers. On this day he helps to plan 
the dealer’s selling activites for the week, trains the sales- 
men, arranges the displays and generally acts as the deal- 
er’s adviser. The dealer is allowed a somewhat smaller 
spread to compensate somewhat for the cost of this 
service. . 

Whether or not a wholesaler operates on this particu- 
lar plan is not of paramount importance. The method of 
operation that he employs will depend on the particular 
line of appliances that he is selling, the nature of his 
dealer organization and _ similar 
factors. 

If he is selling nationally adver- 
tised merchandise with a well estab- 
lished reputation to well established 
dealers, his job is chiefly one of 
seeing that the dealer understands 
and makes the best use of the large 
quantity of promotional material 
that is furnished to him. On the 
other hand, if his lines are not so 
well known or if his dealers are not 
included in that elite group that do 
most of the business, then the elec- 
trical wholesaler should be prepared 
to devote more time to his dealer’s 
problems. 

Whatever his lines and his deal- 
ers, the important fact that he must 
keep in mind is the need for some 
plan that will give his dealers the 
help that they require in properly 
merchandising electrical appliances. 
Then and only then will the elec- 
trical wholesaler sell his proper 
share of the constantly expanding 
appliance market. 
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" Detroit Hdison 


“Despite crop disasters, agriculture in 1934 enjoyed the largest cash income since 
1931, and it 1s a reasonable assumption that the improvement will continue through 
1935. Burdens and surpluses have been eliminated, farm finances are in vastly better 
condition, and taxes have been materially reduced. We are quite blind if we refuse 
to see substantial improvement in the farm situation.” 


Editorial in “Successful Farming” 
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Farmers Are Buying Again 


Revival of farm equipment trade is evidence of a new pur- 
chasing power due to government subsidies and better prices 


WISCONSIN wholesaler, who 
was born and raised in a 
farming territory, recently 
told a representative of ELECTRICAL 
WHOLESALING, “There is no use 
going after farm business unless the 
farmers are buying plows.” This 
year, in spite of drought and dust 
storms, farmers are buying plows and 
this wholesaler is out after his share 
of the farmer’s dollar. 

The farmer’s income is definitely 
up, due to higher prices for farm 
products and to government sub- 
sidies. And, for the first time in 
several years, the farmers are spend- 
ing. Manufacturers of farm equip- 
ment have been the first to feel the 
effects of the farmer’s new prosper- 
ity. A special report on the farm 
equipment industry, released late in 
April by Dun & Bradstreet, states 
that: “Satisfactory reports are com- 
ing from all branches of the farm 
equipment trade, with both unit and 
dollar sales running from 40 to 50 
per cent larger to double those of a 
year ago, despite the broad expansion 
in distribution during the first quarter 
of 1934. Increased purchasing power 
prevails in nearly all farm districts, 
as the result of the government con- 
trol program and the fact that obliga- 
tions have been well reduced or liqui- 
dated entirely. As the result of the 
many years of distressed agricultural 
conditions climaxed by a series of ab- 
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normally dry seasons, farmers have 
been unable for a long time to replace 
wornout units. The various types of 
government aid, however, including 
the refinancing of farm mortgages, 
seed loans, and the advanced prices 
for farm produce now are making 
such replacements possible. 

“Production of farm equipment 
has been stepped up steadily since the 
beginning of the current year, the 
total of employed has been lifted, and 
most of the manufacturers report im- 
proved earnings. Although operating 
near capacity, factories producing 
plows, tractors, incubators, pump sys- 
tems, and small agricultural imple- 
ments have been unable to meet their 
shipping dates. Overtime schedules 
have been adopted and _ factories 
which had been idle for several years 
have been re-opened.” 


: is no reason why a goodly 
share of the farmer’s purchasing 
power should not be diverted to the 
electrical industry. Of the country’s 
six million farms, 740,000 are already 
electrified, and an additional 200,000 
are equipped with their own farm 
light plants. 

These electric farms are immediate 
prospects for the same appliances as 
the average city home. In addition, 
they need electrical farm equipment 
and lighting for barns, poultry houses 
and farmyards. |Each electrified 


farm, according to Electrical World, 
provides a potential market for the 
following farm equipment: 





Cost 

Equipment to Farmer 
Shoe setter ......  .. 4 
Utility portable motor .. 100 
Milking machine .... . 250 
Cream separator .... 40 
MRM OGONEE es oo oi Seisid sc See aeee 150 
Dairy water heater. .... ees 25 
(8 a Se 150 
DORRIT os coe keke wwes 25 
ee Oe eee ee eee wane 70 
| Or eee ee, 25 
Poultry water heater ............ 20 
Poultry house lights . .... 20 
OO eer eee 20 
ENN oc a wcisteeeus 25 
NT 150 
$1,145 


Of course, many of these items are 
not sold by the average electrical 
wholesaler, but he does sell the wire 
and switches necessary for their in- 
stallation, and he does sell the refrig- 
erator, range, washing machine and 
other appliances which are needed in 
the farmstead. As the retail value of 
appliances and wiring in a fully 
equipped home is about $1,000, each 
electrified farm thus represents a total 
electrical market of over $2,100. 

This is the immediate market avail- 
able to the electrical wholesaler. It 
will be extended as more farms are 
connected to utility lines under the 
rural electrification program. 
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The Farm Market is Different 


Electrical equipment is no longer looked upon as a luxury by 
the farmer, but his buying habits differ from those of his 
city cousin and good dealers are scarce in rural communities 


differs from an urban territory. Capable specialty 

dealers are lacking in most rural areas. Conse- 
quently, the wholesaler who would reach this market 
faces an acute problem in developing adequate retail 
outlets. Also, the farmer has buying habits all his own 
and at least two well-thumbed mail order catalogues are 
to be found in-nearly every farm house. But, as pointed 
out in the previous article, the typical farm is a potential 
purchaser of twice the amount of electrical wiring and 
equipment as the average city home. Hence, with 740,000 
farms already hooked up to power lines, and with thou- 
sands more to be connected as the rural electrification 
program gets into operation, the rural market deserves 
the serious attention of those electrical wholesalers whose 
natural trading areas include farming territories. 

A representative of ELECTRICAL WHOLESALING re- 
cently made a tour of the farming areas of the Middle 
West to find out “Who Sells the Farmer and Why?” 
This is what he reported: 

Whether we like it or not, we all know that the large 
mail houses have always met with unusual success in 
selling the farmer. There are several reasons for this. 
From conversations with farmers and those who are 
engaged in selling to farmers, 
they boil down to these four: 
service, honesty, handiness of 
catalogue and price. Many would 
put price first but the farmer, like 
the city buyer, really wants good 
merchandise. 

While the country storekeeper 
was stocking antiquated, dirty 
merchandise, the chain stores 
were in the position to sell new, 
fresh goods. While the backward 
merchant was sitting in his place 
spitting chewing tobacco on the 
stove, the mail order houses had 
catalogues in the home acting as 
salesmen 365 days a year. 

These mail order concerns 
now also have modern retail out- 
lets where the farmer can see 
what he buys. So it is up to the 
rural dealer to “dress up” his 
store, to display what he has to 
sell, and to go out into the terri- 
tory and let the farmer know that 
he is alive and carries in stock 


HERE are several ways in which the farm market 
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Because the farmer is his own me- 
chanic, every wired farm is a pros- 
pect for a utility motor 


the electrical goods that meet his needs. The fact that 
the dealers who are now doing a selling job with the rurals 
are alive and progressive proves this point. 

Besides putting his store in order, the retailer must 
give real service. He must practice only honest, sound 
ethics with the farmer, because the latter is naturally 
skeptical and, if treated unfairly, is certain to be a lost 
customer. 

Also, there is something more necessary in selling the 
farmer than friendship. He might have known “Old 
Fred Bates” for 50 years, but if Fred Bates hasn’t a 
clean store, doesn’t display his merchandise well, doesn’t 
know how to sell, doesn’t know his lines, or doesn’t carry 
much of a stock, then it is a safe bet to assume that 
friend-farmer will dig out the catalogue and write his 
order. He knows the chain house, not as well as he 
knows “Fred Bates,” but he knows that he won’t have to 
wait several weeks until Fred gets ready to write to his 
supplier before he can get what he needs. 

The farmer likes to buy at home, but hasn’t in the past 
because his local merchants have been backward. It is 
up to the wholesaler to show his dealers “how to do it.” 
They must avoid high-pressure methods, however, as 
these make the farmer skeptical. Also, they must avoid 
swanky display rooms, for their 
rural customer wants to buy ina 
store where he feels at home in 
his overalls. 

What kind of dealers make the 
best outlets for the electrical 
wholesaler who wants to develop 
his farm market? This varies ac- 
cording to the territory. In the 
smaller villages the general store, 
which is comparable to the de- 
partment store of the city, makes 
a suitable outlet. Here the farmer 
has bought everything from food 
to clothing. He knows the owner 
personally and often buys his 
electrical equipment from this 
type of concern. 

In certain sections of the coun- 
try, the live, progressive imple- 
ment dealer is selling electrical 
products to the farmer, especially 
those things which are to be used 
commercially such as cream sepa- 
rators, milking machines and util- 
ity motors. 
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In all good-sized towns the public utility makes 
a fine outlet for the wholesaler. [t becomes ac- 
quainted with the farmer while putting up the 
line, and often sells much of his equipment at that 
time. Thus the utility can be sold large and 
small appliances, and some wiring supplies, by 
the wholesaler. 

In some towns the aggressive druggist makes 
an outlet for appliances. He is an especially good 
dealer where the town is too small to support 
an electrical retailer. 

The electrical dealer, of course, is the most 
logical outlet for contacting and selling the farmer, 
but he is seldom to be found in communities of 
less than 2,000 persons. Electrical specialty stores 
are not generally found in towns of less than 
10,000. These stores, as in the cities, handle only 
refrigerators, radios and other major appliances 
and, being specialists, compose a first-class market 
for the wholesaler. 

In the smallest towns almost any type of retail busi- 
ness, which is run by a live merchant, can be developed 
as an electrical outlet. In a South Dakota town the vil- 
lage barber shop proudly displays a refrigerator, a wash- 
ing machine or two and a number of small appliances. 
In other towns the local undertaker has been known to 
take an active part in distributing electrical appliances 
and radio. 

Another outlet that the wholesaler must look for is the 
free-lance electrician, who probably has no display room, 
as he works from his home. These fellows can also sell 
electrical equipment to the farmers. 

From these observations it is obvious that no single 
outlet, or class of outlets, can be used to reach the farm 
market, but that any live-wire store keeper is worth con- 
sidering. 

After talking with executives of a number of utilities, 
it is obvious that they are much more interested in build- 
ing load than in selling electrical devices, but it is the 
contention of most of them that they, themselves, must do 
a job of appliance selling if their power lines are to yield 
enough revenue to show a profit. Their complaint is that 
the majority of small dealers, especially in the smaller 
villages, do not perform a selling service—either because 
they lack the ambition or because they just don’t know 
how to sell intensively. This is another reason, and an 
important one, too, why the wholesaler must aid and 
educate his dealers who are located in rural territories. 

At the present time and in the past, utilities, trade 
associations, the Federal Government and State agricul- 
tural colleges have spent thousands of dollars trying to 





Roadside stands, lighted at night, bring added income to 
farmers located on main highways 
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Traveling showrooms that carry appliances to the pros- 
pect’s door provide sales for rural dealers 


show the farmer how to use electricity economically—not 
only in the home, but in his poultry houses, dairy build- 
ings, barns and around the farmyard. 

Magazines, pamphlets, personal visits, speeches, tem- 
porary schools and other methods are being used to sell 
the farmer on the benefits of using electricity. The 
wholesaler’s salesman, together with the salesmen of his 
dealers, should perform their share of this educational 
work. Personal contacts, especially by the dealer’s men, 
are essential if the broader promotional activities are to 
be successful. Wholesalers who have done their share in 
promoting “Better Light—Better Sight” will admit they 
have made money from it. This farm campaign should 
be just as successful, because the market is there. 

Perhaps a farm specialist is needed in the wholesaler’s 
organization, a man who can talk the language of the 
farmer, who knows his psychology and when his crop 
money is coming in and who also knows what electrical 
equipment each farmer needs most. Specifically, the 
wholesaler can show his customers how to sell, how to 
display their merchandise most effectively and how to 
advertise. In the city territories, wholesalers are really 
doing a merchandising job for their dealers, but so far 
this same efficient job appears to be lacking out in the 
smaller communities. 

What can the electrical wholesaler sell the farmer? 
Obviously, there are wire, switches, wiring devices, light- 
ing fixtures, reflectors and similar items that are required 
in all wiring jobs. After the farmhouse has been wired, 
the first appliance that the farmer buys is usually a flat- 
iron, and next comes a radio. Many farm houses have 
just these and nothing else. Now they need re- 
frigerators, ranges and small appliances. 

Out in the barn and around the barnyard will 
be seen a few lights and usually a water pump, but 
that is the limit of the electrical equipment on 
many farms. These farms, to be completely 
equipped electrically, need refrigeration for cooling 
milk, ventilating systems, hoists, cream separators, 
bench grinders, soldering irons, etc. The elec- 
trical wholesaler can sell many of these items with 
his present organization, but, if he sets up a 
separate department in charge of a farm equip- 
ment specialist, he can place himself and his dealers 
in a position to sell complete farm electrification. 
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1934 Sales of 
Electrical Wholesalers 


Vv Lighting and ventilating equipment, fans, heating appliances 
and wire show substantial gains over 1933. Incandescent lamps 
again hold first place. Sales of specialty distributors not included ; 


1934 Sales in Bold Face. 1933 Sales in Light Face. 






































































































































A—CONSTRUCTION AND MAINTENANCE Commercial Equipment: Commercial Cooking Equipment, $1,915,017 
rinders, Slicers, Mixers, etc.; Commercial Refrigera- at 5 
MATER IALS ( SU PPLI ES ) tors, Commercial Laundry Equipment. 

Conduit: Rigid Conduit, Elbows and Couplings: Flexible $18,534,699 Industrial Equipment: Electric Welding Apparatus, Elec- 750,961 
Conduit; Metallic and Nonmetallic: Surface Metal Race- 15,162,351 tric Furnaces, Electric Ovens, Industrial Heating Units, In- 790,342 
ways; Concealed Ducts and Raceways. dustrial Heating Devices, Misc. Industrial Equipment. 

Conduit Fittings, Boxes, Accessories: Conduit Bodies: 9,631,807 Ventilating and Air-Conditioning Equipment: Ventilat- 1,873,173 
Boxes and Covers; Outlet, Switch, Metal: Armored Cable 6,997,472 ing Fansand Blowers, Air-Conditioning Equipment. 1,322,366 
Fittings; Locknuts, Bushings; Box Hangers, etc. 

esenk Bie: Mindat Genii, 4,410,363 C—RESALE MERCHANDISE (SPECIALTIES) 

Miscellaneous : Tape; Rubber, Friction: Insulating Com 6,082,672 Counter Merchandise: Batteries: Dry Cell, Flashlight, $7,209,208 
pounds, Paints, Clothes, etc.; Porcelain Knobs, Tubes, 5,579,511 Radio; Flashlights, Decorative Lighting Outfits, Moulded 5,485,568 
Cleats; Lamp Guards; Solder, Screws, etc. Specialties; Plugs, etc., Misc. 

Safety Switches and Panelboards: Entrance, Meter and 8,629,939 2,104,315 
Safety Switches; Panelboards and Cabinets, except Power 8,226,873 Electric Clocks: All Models. 2,823,031 
Panelboards. cae 

Pape 966,122 Fans: Desk and Bracket, Ceiling and Column, Household 7,968,322 

Tools: Contractor's, Lineman’s, Wireman’s Portable Electric 1.110.460 Ventilating, Portable Fan-Operated Heaters. 5,201,672 

Wire and Cable: Armored “ABC” Cable, Rubber Covered _ eS... ee. 13,371,839 
Wire, Weather-proof and Slow Burning Wire, Nonmetallic Domestic Laundry: Percolaters: Toasters, Waffle Irons: 9.244.516 
Sheathed Cable, Lead Covered and Parkway Cable, Power 36,784,578 Other Heatine A 2 oF Stas k : F ib 
Cable; Paper and Varnished Cambric, Annunciator and 21,995,779 & App - by 
Office Wire, Bare Wire and Cable, Cords, Misc. Wires and 41 
Cables +e 2187 ,254 

259i F Incandescent Lamps: Large, Miniature. 41,003,410 

Wiring Devices: Brass Sockets, Porcelain Sockets and Recep- 13,210,649 
tacles, Lighting Switches, Convenience Outlets, Attachment 11,906,673 420,769 
Plugs and Caps, Face Plates, Misc. Oil Burners: Household, Industrial. 1,826,000 

Outside Construction Materials: Pcles and Crossarms = SRST " . ; ; 

. Pea wand , Radio: Receiving Sets, Home Talking Picture Machines; 19,228,953 
Pole Line Hardware, Power and Distribution Transformers, 12,143,879 : : 7 : . rei r 
Insulators, Lightming Arresters, Choke Coils, Potheads, 10,438,991 pow 5 teh ap aaa Speakers (not in sets), Radio Accessories 23,287,933 
Cable Bells, ete. Pboaraisiss iit. 
“ Sopae and Water Heaters: Ranges, Domestic; Water 10,483,919 
B—EQUIPMENT AND APPARATUS vanes ee 
23,721,881 

Industrial and Commercial Lighting Equipment: Com- Refrigerators: Domestic. 33,974,682 
mee ne a —— ~~ oy ye ome eg ys asceok eee eee e ae 
Special Purpose Units, Outdoor Standards, Street Lighting 160, Residential Lighting Equipment: Fixtures, Portabl 5,191,229 

__Fixtures,TrafficSignale, = a Lamps, Sun come” : . 4,266,094 

Motors and Control: A. C. Motors, | H. P. and over, D. C. 7,931,774 mm, = : ia : 

Motors, | H. P. and over, Fractional H. P. Motors, Motor 7,226,1 18 ——— and Toys: Trains and Accessories, Other Electric Re ax 
Control, Power Drives, Generators, Converters, etc. ae paciee 

LPL EE IE TIT RILEY FET PERE LE BES ot ee ee 4,339,279 

Switchboards and Accessories: Switchboards and Power Cleaners: dard ’ 
Panels, Circuit Breakers, Disconnecting and Knife Switches, §,034,827 Vacuum rst Stan Type, Hand Type. 3,840,591 
Bus Bars and Supports, Meters, Relays, Instrument Trans- BAST 2 me 
formers. Washing and Ironing Machines: Clothes Washing Ma- 9,884,511 

—_ ———_—— ——— - chines; Ironing Machines; Drying Equipment, Domestic. 11,606,365 

Telephone and Signal Equipment: Annunciators, Bells . 

Buzzers, Gongs, Door-Openers, Push Buttons, Bells and 5,215,993 Other Motor Driven Appliances: Kitchen Power Units; 3,583,092 7 
Signal Transformers; Alarm and Call Systems; Burglar, Fire, 3,675,553 Beaters, Mixers, Extractors, etc.; Dish Washers, 2,902,372 i 
Hospital, School, etc.; Telephones. Floor Polishers, Utility Motors, Misc. : 
Total Sales— 1934 $292,524,464 
—1933 263,884,976 
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Men You Should Know 


WALTER R. KIEFER 


President, Kiefer Electrical Supply Co., 
Peoria, Ill. 


O PROPERLY classify the 

chief interest of Walter Kiefer 

is somewhat difficult at the pres- 
ent time. Most of his business 
associates and friends have always 
thought of him as primarily interested 
in the distribution of electrical prod- 
ucts, but right now, a home that he is 
planning and building seems to be up- 
permost in his mind. The new house 
is to be built on an eight-acre piece 
of land, seven miles out of town, in a 
beautiful spot overlooking a river, so 
the enthusiasm of our Peoria friend 
is not unwarranted. 

In a few months the Kiefers expect 
to be firmly established in their new 
domicile, and then Mr. Kiefer will 
return to his normal work. So after 
all it is better not to be too hasty and 
classify him asa landscape artist, sur- 
veyor or brick layer. He is better 
known as a live, progressive, elec- 
trical wholesaler. 

This Illinois distributor has come 
up through the ranks on his own 
merit. Stepping from a Peoria grade 
school graduation class in 1900, he 
was immediately launched on_ his 
business career. A thirteen-year-old 
youngster, he took a hand at railroad- 
ing and remained at it for seven 
years. Among the many things he 
learned, none was to be more valuable 
to him later on than the ability to take 
hard knocks. 

At the end of the seven years, Mr. 
Kiefer decided that he had spent 
enough time helping move people and 
goods from place to place, so he 
branched into an entirely different 
field. An opportunity to manage and 
maintain an estate consisting of sev- 
eral houses and office buildings pre- 
sented itself and Mr. Kiefer took the 
job, becoming, temporarily, a sort of 
“Jack of all trades.” 

Acquainted with the various phases 
of the building industry, this ambi- 
tious young man began to realize the 
possibilities of electrical contracting 
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*An Advocate of 


United Effort 


and in 1912 formed the 
Kiefer Electric Co. In 
wiring many homes, 
Mr. Kiefer acquired a 
thorough knowledge of 


what the contractors 
and dealers needed. 
Five years from the 


time he did his first wir- 
ing job he decided to 
try the selling end and 
associated himself with 
the U. S. Electrical 
Supply Co. owned by 
Jack Arenz. 

These years of sales work were 
pleasant and profitable ones, but Mr. 
Kiefer was still not satisfied. Hence 
in the spring of 1921 he founded the 
present Kiefer Electrical Supply Co. 
with himself as president and treas- 
urer. Since that time the business 
has grown steadily, due to his able 
leadership and, no less important, his 
‘nsistence on a fair profit, quality 
lines and consistent service. 

Associated on the firing line with 
this Peoria business man are D. E. 
Kazar, E. R. Elam and Ray Tenscher. 
Kazar is his “right hand” man. 


LECTRICAL wholesalers, in the 

opinion of Mr. Kiefer, must never 
forget that they are in business for a 
well-deserved profit. To quote his own 
statement on the subject: “When a 
distributor forgets or disregards cer- 
tain fixed costs, such as salaries, rent, 
depreciation, shipping costs, credit 
losses, etc., then sooner or later he 
will fade out of the picture.” 

That wholesalers and manufac- 
turers should cooperate more closely 
is another of Mr. Kiefer’s beliefs. As 
they are interdependent, it is ruinous 
for them to buck one another. Mr. 
Kiefer feels that a manufacturer 
should thoroughly investigate each 
house before he allows it to distribute 
his products. Many contractors and 
dealers, who claim to be legitimate 


Firm in his conviction that manufactur- 
ers and wholesalers are mutually de- 
pendent, Mr. Kiefer is a tireless worker 
for greater understanding and coopera- 
tion between the two groups. Whole- 
saler recognition, he believes, should 
depend on the completeness of service 
rendered 


wholesalers, in reality perform none 
of the functions of a distributor, and 
consequently should not be treated as 
such. On the other hand, Mr. Kiefer 
is aware that a few recognized whole- 
salers fail to do real warehousing, 
handling and selling jobs on every 
line, and are, therefore, unfair to 
themselves, manufacturers and whole- 
salers generally. 

In addition to his activities as a 
distributor of electrical products, Mr. 
Kiefer acts as president of the Cen- 
tral Illinois Electrical Wholesalers 
Association. He is a member of 
NEWA, has served on the code com- 
mission for his district and, at French 
Lick, last month, was elected chairman 
of the Lake Michigan Club. 


T off hours in the summer, he may 
often be found wading in some 
stream angling for a big one or at the 
Peoria North Shore Country Club try- 
ing to knock a few strokes off his last 
score. During the cold months he en- 
joys oiling up his guns, putting on 
boots and going out after a couple of 
good-sized ducks to bring home for 
Mrs. Kiefer’s roaster. 
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Beaten Paths 


a a manufacturer has 
to do more than just “build a better 
mouse trap than your neighbor.” 
True enough, he still must have a 
superior product. But he must also 
have a sound merchandising 
policy...and apply it. 





Q General Cable’s merchandising _ 
policy was founded 52 years ago. ‘eS es 
It was based then, as it is today, on the conviction 
that we cannot cause a straight path to be beaten 
to our door until we have caused countless con- 
sumers, contractors and architects to beat well- 
worn paths to the doors of our wholesalers. 


Q As the weeds of depression years are being 


worked out of your paths, we pledge you we shall ev 
continue our policy of distributing through rec- bery 
ognized Electrical Wholesalers ...to give you hi 


GENERaL 


ecutiv 


Sales Offices: ATLANTA ‘MPSTON 
LOS ANGELES °* PHILADEL * PT 
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f every sound assistance and support...to help 
“#you so to serve your customer that the path to 
our door and to our door may steadily widen. 


Q To that end, products have been improved, 
ew products added and manufacturing and 
Service facilities stepped up to a standard of 
hich we are legitimately proud. 






RAL CABLE CORPORATION 


ecutive Offices: 420 LEXINGTON AVE., NEW YORK 


[A *MPSTON + BUFFALO + 
ADEL * PITTSBURGH - 


CHICAGO «+ CINCINNATI ° 
ROME + SAN FRANCISCO °* 


CLEVELAND - 
ST. LOUIS - 


DALLAS + DETROIT + NEW YORK 
SEATTLE * WASHINGTON, D. C. 
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CONCENTRIC TYPE 


DIRECT EARTH 
INSTALLATION 


TRENCHLAY— the 
original non-metallic 
armored cable. Pres- 
ent improved speci- 
fications define a 
product which you 
can recommend with 
assurance and sell 
with confidence that 
its performance in 
service will bring you 
repeat business. 
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The “Southpaws”: Fred J. Schmidt, 
Westinghouse Electric Supply Co., Chi- 
cago; C. B. Harlow, Benjamin Elec- 
tric Mfg. Co., Chicago; J. J. McCaffery, 
The McCaffery Co., South Bend, Van 
N. Marker, Revere Electric Co., Chi- 
cago, 









bd bY es 
E. Von Driska, Rock River Electric 
Co., Rockford; J. Fink, Efengee Elec- 
trical Supply Co., Chicago; A. N. Anix- 
ter, Englewood Electrical Supply Co., 
Chicago, A. Alberts, Rock River Elec- 
tric Co., Rockford. 





J. Hopkins, Geo. Richards Co., Chi- 
cago; G. S. Steiner, Steiner Electric 
Co., Chicago, R. E. Sontag, Okonite 
Co., Chicago, 





E. M. Nelson, I. A. Bennett Co., Chi- 
eago; P. D. Cornelison, Curtis Light- 
ing Inc., Chicago, J. M. Sadler, Com- 
monwealth Edison Co., Chicago; J. A. 
Fall III, Benjamin Electric Co., Des 
Plaines, Ill., Maxine Van Cleef, Van 
Cleef Bros., Chicago (rear). 





R. L. Wildauer, Arrow-Hart & Hege- 


man Electric Co., Chicago; W. J. Doh- 
erty, Doherty-Hafner Co., Chicago, H. 
L. Everest, Arrow-Hart & Hegeman 
Electric Co., Hartford. 





H. J. Reinhardt, Frank Adam Elec- 
tric Co., St. Louis; F. W. Wehrheim 
and J. F. Whitfield, Appleton Electric 
Co., Chicago, F. Adam, Frank Adam 
Electric Co., St. Louis. 
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George C. Richards, New York; W. 
Weiss, Graybar Electric Co., Chicago; 
Fred R. Eiseman, Revere Electric Co., 
Chicago, Riley De Lano, Westinghouse 
Electric Supply Co., Chicago. 


inks 


On the 
at 
French Lick 


Wholesalers and manufactur- 

ers take time out for golf dur- 

ing spring meeting of Lake 

Michigan Club, held at the 

French Lick Springs Hotel 
May 9 and 10 





R. E. Sontag, Okonite Co., Chicago; 
G. W. Butler, Steel & Tubes, Inc., Chi- 
cago; J. J. Minskey, Cohoes Rolling 
Mills (Mohawk conduit) Chicago; G. 
S. Steiner, Steiner Electric Co., Chi- 





Ben Cohen, Harrison Wholesale Co., 
Chicago; A. N. Anixter, Englewood 
Electrical Supply Co., Chicago, H. D. 
Roseth, Co-Op Electric Supply Co., 
Chicago. 






G. Carrao, Graybar Electric Co., 
St. Louis; J. McHenry, Appleton Elec- 
tric Co., Chicago; W. Frank, BullDog 
Electric Products Co., Detroit, G. <A. 
Yates, Phelps Dodge Copper Products 
Corp., Chicago. 















Sam Rosenthal, Hyland Electrical 
Supply Co., Chicago; Jess Caldwell, 
Westinghouse Lamp Co., Louisville; 
C. A. Dostall, Westinghouse Electric & 
Mfg. Co., Chicago; A. I. Appleton, Ap- 
pleton Electric Co., Chicago. 





LAE : Pe 1 
D. Dobkin, Dobkin Electrical Sup- 
ply Co., Chicago; N. Brenner, Amber 
Electrical Supply Co., Chicago. In 
background, from left, R. Hanke, A. N. 
Anixter, M. Van Cleefe and at extreme 
right, H. D. Roseth. 












D. Dobkin, Dobkin Electrical Supply 
Co., Chicago; Fred R. Eiseman, Revere 
Electric Co., Chicago, W. Campbell, 
Enamelled Metals Co., Pittsburgh. 


«hl & 





A. H. Meyer, G. E. Lamp Dept., Chi- 
cago; August Kubec, Kubec Electric 
Co., Chicago; T. D. Scarff, G.E. Lamp 
Dep’t., Chicago, A. J. MeGivern, Chi- 
eago Electrical Wholesalers Associa- 
tion. 





E. Von Driska, Rock River Electric 
Co., Rockford; R. Hanke, Geo. Rich- 
ards Co., Chicago, Art Alberts, Rock 
River Electric Co., Rockford. 





Fred S. Kinsey, Westinghouse Lamp 
Co., Chicago; Charles Dubsky, Crouse- 
Hinds Co., Chicago; Walter R. Kiefer, 
Kiefer Electrical Supply Co., Peoria, 
F. J. Fancher, Crouse-Hinds Co., Syra- 
cuse. 
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The Editor's Page 


IMPORTERS of Japanese lamps 
lost their case in Los Angeles last 
month. A Federal Court ruled that 
imported bulbs infringed on patents 
owned by General Electric and that G.E. had the right 
to recover damages. Of course, the case may be ap- 
pealed to a higher court, but, even so, this decision puts 
Jap bulbs in the poison class, for, if the case is appealed 
and the ruling of the lower court sustained, any dis- 
tributor of imported bulbs will be liable for damages— 
and we doubt that General Electric will be at all back- 
ward in starting suit. 

During the past month there have also been develop- 
ments in another direction. Ever since lamp prices 
were reduced on April 1, wholesalers have been se- 
riously concerned over the effect of the reduced dollar 
volume on their profits. Several wholesalers are now 
making detailed studies of their lamp costs under the 
new schedule, at the request of the lamp committee of 
NEWA. While the results of these studies have not 
been announced as we go to press, we are able to report 
what one independent house found out about its own 
lamp profits. 

This wholesaler’s average order from a city agent, at 
the new prices, was $13.34 and his handling costs $3.13 
per order. Orders from country agents were naturally 
somewhat larger, $17.53, and handling costs, at $3.11, 
were slightly less. Total costs on his April lamp busi- 
ness, not including any capital charges, were 22.24 per 
cent of sales, leaving him an operating profit on this 
commodity of 1.15 per cent. 

Another development last month. The executive com- 
mittee of the Mohawk Valley Club recommended that 
the wholesaler’s margin on lamps be increased by one 
point to compensate him for the reduced dollar volume. 

Mr. Boynton of General Electric’s incandescent lamp 
department told members of the Lake Michigan Club 
at French Lick, on May 10, that the data being prepared 
by the lamp committee of NEWA would be given due 
consideration and that a fundamental policy of his 
company was to provide its distributors with adequate 
compensation. 

The lamp situation begins to look brighter. 











Incandescent 
Lamps 


BELIEVING that hit-or-miss poli- 
cies can only result in disaster, and 
in an effort to stabilize marketing 
conditions in the textile field, the 
Wholesale Dry Goods Institute has inaugurated a sys- 
tem of rating manufacturers according to the degree of 
cooperation which they extend to wholesalers. Reports 
of these ratings, supplied to member wholesalers, are 
intended to perform a service for the buyer similar to 
that which credit reports provide the seller. 

At first manufacturers were openly antagonistic to 
the plan. Now their unwillingness to file reports is re- 
ported to be disappearing as they come to realize that 
protection for their distributors, in the long run, means 
protection for themselves. 


Rating the 
Manufacturer 


JUNE 1935 


In reporting to its members on manufacturers’ selling 
policies, the Institute employs an alphabetical rating 
system comparable to those employed by credit agencies. 
In these reports, letters indicate the degree of coopera- 
tion and protection extended to wholesalers by each 
manufacturer. Classifications run from “A” to “K.” 
“A” indicates a manufacturer who confines his distri- 
bution exclusively to wholesalers and, therefore, gives 
complete cooperation. Classification “K,” on the other 
hand, indicates that the manufacturers give wholesalers 
no cooperation whatsoever. 

This plan, if successful, will clarify what has been 
a confused and complicated marketing situation which, 
in the past, has resulted in grave injustices and discrimi- 
nations and has caused much dissatisfaction to both 
buyers and sellers in the textile field. Results reported 
thus far indicate that a high degree of success will be 
obtained, according to Flint Garrison, director-general 
of.the Wholesale Dry Goods Institute. 

In the electrical industry there are some manufac- 
turers who have a wholesaler policy and who adhere 
to it. There are others who claim to have such a policy 
but whose sales managers are given to back-sliding upon 
occasion. And there are still others who frankly state 
that they are without any definite sales policy. 

Perhaps a rating system, similar to that of the dry 
goods wholesalers, would serve to bolster up weak- 
kneed sales managers who lack the courage to adhere to 
a strictly wholesaler policy. And perhaps such a system 
would bring some of the manufacturers with no sales 
policy to think more seriously of wholesaler distribution. 


NEW YORK is the latest state to 
Fair Trade pass a “Fair Trade Practice Act.”’ 
Laws Other states boasting of similar leg- 

islation are Wisconsin, New Jersey, 
California and Oregon. These laws do not permit 
general price fixing, but they do authorize a contract 
or agreement between manufacturers and wholesalers 
or retailers, as to the sale or resale prices of any brand 
or make of commodity which is in fair and open com- 
petition to other brands of similar merchandise. If 
such laws become general in all states, it may become 
possible to secure market stabilization regardless of 
NRA. 


EDUCATING the public to the 
hazards of sub-standard and unsafe 
wiring materials is making rapid 
progress, due to the support which 
electrical inspectors are lending to the “Safeguarding 
Electric Service in the Home” movement. 

Defective wiring will not carry the added loads due 
to larger lamps and more appliances. Electrical fires 
are becoming more frequent. In Kansas City they in- 
creased from 209 in 1933 to 274 in 1934. Education, 
rather than legislation, will bring property owners to 
turn thumbs-down on wiring installations that have not 
been examined by a competent electrical inspector. 

The electrical inspectors, through their educational 
activities among the schools, women’s groups and civic 
organizations are rendering a two-fold service—to the 
public and to the electrical industry. 


Selling 
Safety 
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Lake Michigan Club Revived 


Wholesalers and manufacturers spend two days at French Lick, 
discuss trade problems and play golf 


Fos tle first time since September, 
1931, wholesalers, manufacturers and 
manufacturers’ agents, more than a 
hundred strong, gathered at the French 
Lick Springs Hotel, French Lick, Ind., 
on May 9 and 10 for two days of trade 
discussions and golf. In addition to a 
large delegation from Chicago, Indian- 
apolis, Louisville, Cincinnati, Detroit, 
Muskegon, Peoria, Rockford, St. Louis 
and Minneapolis were represented. 

Harry D. Roseth, Co-Op Electric 
Supply Co., Chicago, was the headliner 
at the opening session. His paper on 
“Chiseling Buying,” which appeared in 
IXLECTRICAL WHOLESALING last month, 
brought forth a lively discussion. Among 
those present who expressed their views 
on chiseling were George C. Richards, 
representing the Safecote wire manufac- 
turers; A. I. Appleton, Appleton Elec- 
tric Co., “Tommy” Tomkins, General 
Cable Corp.; G. A. Yates, Phelps- 
Dodge; Fred Eiseman, Sam Rosenthal 
and J. C. Schmidtbaur of Chicago, Dave 
Ford of Minneapolis and J. H. Camp- 
bell of Detroit. 

Donald Tolles, managing director, 
NEWA, revealed himself as somewhat 
of a naturalist. Speaking on “The Ben- 
efits of Associations to Electrical Whole- 
salers,” he told of his observations of 
wild life in South America and the West 
Indies showing how birds, beasts and 
fish instinctively banded together in 
flocks, herds and schools for the dual 
purpose of mutual protection and pro- 
tection from each other. 

Outlining the history of trade associ- 
ations, Mr. Tolles described the activi- 
ties of the medieval guilds which exer- 
cised a complete monopoly and were 
permitted by law to make and enforce 
reasonable prices. Like these ancient 
guilds, the Electrical Supply Jobbers’ 
Association, in its early days, was a very 
exclusive organization. Wholesalers 
seeking admission approached the execu- 
tive committee with hat in one hand and 
a thousand dollar check in the other and 
then waited perhaps a year for a verdict 
on their application, said Mr. Tolles. 


Chains and Resales Discussed 


Dr. J. L. Palmer, Professor of Mar- 
keting, University of Chicago, spoke 
upon the influence of retail chain stores 
and mail order sales on wholesale dis- 
tribution. Outlining the development 
and merchandising methods of the retail 
chains, Professor Palmer stated that 
there were several ways in which elec- 
trical wholesalers could meet this com- 
petition. First, they must recognize that 


such competition is legitimate today. 
Chain stores executives, he stated, are 
always approachable, when the object is 
to secure market stabilization and, where 
there is definite proof of unfair trade 
practices, it is always possible to regis- 
ter complaints with either the Federal 
Trade Commission or NRA. A well or- 
ganized trade association, with a diplo- 
matic, forceful secretary, can accomplish 
much in this direction. Closer coopera- 
tion between manufacturer, wholesaler, 
and retailer, less time spent in worrying 
about this competition and more time 
devoted by the wholesaling industry to 
cleaning its own house, were other 
methods prescribed by Professor Palmer 
for combatting this competition. 
George C. Richards, representing the 
Safecote wire manufacturers, made a 
strenuous plea for the maintainance of 
manufacturers’ resale schedules. Those 
manufacturers who sell direct, according 
to Mr. Richards, have been convinced 
that an over-ride must be provided for 
the wholesaler and many of these manu- 
facturers have set out to build for them- 
selves wholesaler distribution. For this 
reason the wholesaler is in a stronger 
position than ever, but some manufac- 
turers are beginning to doubt that the 
wholesalers will maintain the market 
and the pendulum may swing the other 
way. Mr. Richards warned that manu- 
facturers are powerless to do anything 
when wholesalers and contractors sell 
below the established schedules and 
create a new and lower market. Direct 
selling manufacturers are compelled by 
their code to live up to their schedules. 
They cannot compete with the whole- 








Hail, Hail, the gang’s on the way. From 
left to right, we give you Bill Campbell, 
Enameled Metals Co.; George Butler, 
Steel and Tubes, and Bill Doherty, of 
Doherty-Haffner. They’re making a 
good start for the Lake Michigan Club 
pow wow at French Lick. 


saler who fails to adhere to these prices. 
Unless wholesalers keep for themselves 
the profit which has been provided for 
them, the direct selling manufacturers 
will be unable to live, unless they revert 
to the open market condition which 
prevailed prior to NRA. It was on 
these grounds that Mr. Richards made 
a strong plea to the wholesalers present 
for their support. 

The wholesaler’s opportunity for 
profit on sales of Mazda lamps was dis- 
cussed by N. H. Boyton, Incandescent 
Lamp Department, General Electric Co., 
and A. E. Snyder, general sales mana- 
ger, Westinghouse Lamp Co. Mr. Boyn- 
ton stated that the lamp committee of 
NEWA was now making a study of 
wholesaler costs and profits, under the 
new price schedules which went into 
effect in April. Pending the release of 
this report, he was unable to give any 
actual profit figures but he outlined six 
reasons why Mazda lamps should be a 
profitable line for the wholesaler. These 
included: liberal compensation; main- 
tained sales volume in the face of fre- 
quent price reductions; a stabilized mar- 
ket policy; a renewable item for which 
there is a stable demand; a strict whole- 
saler policy, consigned stocks and a 
market that is constantly increasing due 
to the introduction of new types of 
lamps. 


Sam Rosenthal Has Low Gross 


A. H. Luebbe, General Electric Sup- 
ply Corp., Chicago, as chairman of the 
Club, presided over all sessions. Joseph 
J. McCaffrey, The McCaffrey Electric 
Co., South Bend, and Walter R. Kiefer, 
Kiefer Electrical Supply Co., Peoria, 
composed the golf committee and ar- 
ranged tournaments for both afternoons. 
On Thursday, Sam Rosenthal, Hyland 
Electrical Supply Co., Chicago, and H. 
B. Heyburn, Heyburn Hardware Co., 
Louisville, won the first and second 
prizes for low gross. Winners in the 
blind bogey contest were Ben Cohen, 
H. L. Everest, Arrow-Hart & Hegeman 
Electric Co., Hartford; C. F. Fitchey, 
General Electric Supply Corp., Indian- 
apolis; Stanley Smith, C. L. Hull, 
Square D Co., Detroit, and Frank Ar- 
gast, Hatfield Electric Supply Co., In- 
dianapolis. W. J. Grady, Faries Manu- 
facturing Co., turned in a low gross of 
81 on Friday, while Sam Rosenthal took 
second place. Blind bogey winners in 
the second tournament were Ben Hall- 
berg, Trumbull Electric Manufacturing 
Co., Chicago; George Corrao, Graybar 
Electric Co., St. Louis; Walter Kiefer, 
Kiefer Electrical Supply Co., Peoria; 
E. M. Bennett, I. A. Nelson Co., Chi- 
cago, C. A. Dostall, Westinghouse Elec- 
tric & Manufacturing Co. and Fred 
Schmidt, Westinghouse Electric Supply 
Co., Chicago. 

At the concluding session, Walter 
Kiefer was elected chairman for the 
ensuing year, and A. J. McGivern, Chi- 
cago, was re-elected secretary. 
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Light-O-Scope Aids Customers 
to Select Proper Lamp 


Artificial light moves a step nearer 
simple understanding by the general 
public with the introduction of a new 
device known as the Light-O-Scope. It 





The Light-O-Scope in action 


has been designed by the Westinghouse 
Lamp Co. for use in electrical shops and 
central station display rooms where cus- 
tomers can use it to select the size of 
lamp that best suits their seeing needs. 
It provides a definite tie-in between 
lighting and lamp wattages. 

Measuring 11x12x18 inches, this de- 
vice is constructed of ply-wood and re- 
sembles a miniature show window with 
an inclining floor that serves as a book 
rest. A lamp bulb concealed in the top 
sends light downward through a shutter 
device. It is adjusted so that different 
quantities of light correspond with spe- 
cific wattages of lamps as shown on an 
indicating device on the side. 

When conveniently located on the 
lamp counter, a book or newspaper may 
be placed on the inclining floor of the 
Light-O-Scope and the shutter turned 
by the customer until the light is suffi- 
cient for comfortable and easy vision. 
The customer stands, so that the eyes 
are at the normal reading distance of 18 
inches. Then by adjusting the indicator, 
the proper size of lamp can be selected. 


v 


Experimental Television System 
Announced by RCA 


High definition television will be taken 
from the laboratory by the Radio Corp. 
of America for the first comprehensive 
field demonstration in the United States 
under a definitely formulated three- 
point plan according to an announce- 
ment by David Sarnoff, president of 
RCA 

In his statement Mr. Sarnoff drew a 
clear distinction between the status of 
television as a laboratory achievement, 
and as a possible system comparable to 
sound broadcasting. The latter, he said, 
remains the fundamental system of 
radio communication to the home with 


television promised as a_ step-by-step 
development that would supplement, 
not supplant existing radio service. 

Mr. Sarnoff pointed out the severe 
limitations of television in its present 
stage: the short range of television 
transmitters, from 15 to 25 miles; the 
great number of stations required to 
serve the three million square miles of 
the United States with huge costs in- 
volved; the serious technical problem 
of interconnection to create a network 
system by which the same program 
might serve a large territory ; the neces- 
sary obsolescence of both television 
transmitter and receiver if technical 
progress is to be made, and the program 
problems. 

The three-point plan is as, follows: 

“1. Establish the first modern tele- 
vision transmitting station in the United 
States, incorporating the highest stand- 
ards of the art. This station will be 
located in a suitable center of popula- 
tion, with due thought to its proximity 
to RCA’s research laboratories, manu- 
facturing facilities, and its broadcasting 
center in Radio City. 

“2. Manufacture a limited number of 
television receiving sets. These will be 
placed at strategic points of observation 
in order that the RCA television system 
may be tested, modified and improved 
under actual service conditions. 

“3. Develop an experimental program 
service with the necessary studio tech- 
nique to determine the most acceptable 
form of television programs.” 

Work will begin at once on RCA’s 
three-point plan, but from twelve to fif- 
teen months will be required for erect- 
ing an experimental television transmit- 
ter, manufacturing observation receiv- 
ers, and beginning the transmission of 
test programs in a single area. 


v 


Joe Peddlar Suggests a Formula 
By FRED DAVIS 


Jce Peddlar draped himself over the 
uneasy-chair, reserved for salesmen in 
the personal office of Cornelius Q. Try- 


hard, boss and buyer for the Tryhard 
Appliance Saies & Service. 

“How’s this little thing called ‘busi- 
ness’ ?” ventured Joe. 

“Doing as well as could be expected, 
as they say in the hospitals,” replied 
C. Q. “More business than profits, Joe.” 

“How come, Connie?” queried Joe. 
“Cravest thou more sales per mile, or 
more profits per call?” 

“No choice. All I want is a surtax,” 
he said. 

“What's your system with your men?” 


asked Joe. 





“System?” repeated Tryhard. 
“Yes,” continued Joe. “How do you 
go about it? What's your system?” 
“No system to it. Hit ’em. Miss ’em. 
Try again.” 
“That’s it. 
formula ?” 
“Says which?” Cornelius questioned. 
“Return engagement requested.” 
“Shoot ’em a formula,” repeated Joe. 
“You do it. You’re nearest the door.” 


Why not shoot ’em a 


“O. K. then. Here it is. Formula for 
the salesman: 
‘l. Pick the victim and learn his 


weakness. 

‘2. Call on him and put him at his 
ease. 

‘3. Show 
him want it. 

‘4. Get promise, money, or out.’ 

“How’s that?” 

“Old stuff!” snorted C. Q. “Easy to 
say, but hard to do.” 

“True, too,” admitted Joe. “Too true, 
but it’s the only way.” 

“Will it work?” demanded Tryhard. 

“Sometimes.” 

“How do you know ?” 

“Law of averages,” smiled Joe Ped- 
dlar. 


him your stuff and make 








In and Out of the office, but still not quite enough room to make a fancy, well- 


proportioned picture. 


Electric Co., Chicago. From 


The “in and outers” are part of the force of the Wabash 
the left: 


Sarah Wareham, secretary; Fred R. 


Schmitz, vice-president; Arvid Crandall, sales; Conrad J. Schmitz, president; 
Wm. Miller, sales; Joseph Siani, driver. and Peter “Suspenders” Saltis, counterman. 
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An intensity of 40 foot candles is provided in the offices of the Incan- 
descent Lamp Department of the General Electric Company, Chicago, 
with the new Curtis No. 1190. 


EEN, pleasing contour . . . simplicity 

in design . : . attractiveness of finish 
and low price, are combined in the new 
No. 1190 series of Curtis Indirect Lighting 
Luminaires. 


They are made of ‘‘ Lunax’’*—a high-grade 


aluminum specially processed to provide an 
efficient, durable and permanent reflecting 
surface. The Satin Finish has a new luster. 


Surprising results are had in modernizing 
stores, offices, shops, schools, etc., by re- 
decorating and then relighting with these or 
other new Curtis Luminaires. 


For suggestions in planning lighting with 
this or designs made of other metals (and 
fitted with X-Ray Silver Mirrored Re- 
flectors), consult your nearest Curtis Resi- 
dent Engineer or write— 


«Curtis Lighting - 


NEW yoRK CHICAGO TORONTO 








A New 
Curtis 
Luminaire 


a v © * 


New Design . 


New Finish . . 
New Material . . 





Three Sizes: 


200 Watt... Cat. No. 1192 
Code Name: “Euchre” . . . Price $11.00 
Diameter 133”, Depth 4}” 


500 or 300 Watt . . . Cat. No. 1190 
Code Name: “Trump” .. . Price $11.90 
Diameter 17”, Depth 5}” 


750 to 1500 Watt . . . Cat. No. 1194 
Code Name: “Casino” . . . Price $28.00 
Diameter 24”, Depth 7}” 


_ 
Z 
| qwm2@i 
The name used to particularly designate 
lighting equipment designed and produced 
by Curtis mele “Alzak” patents. 
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Fusenters 


The Pioneer of the Modern 
Fuse Cabinet which obsolet. 
ed old-type cut-outs in boxes 
and stil] remains the Stand. 
ard for Fuse Cabinets. 


Saf To Fuse 
Convertible Panels 
Superseded live-face 
nels 
of esig 
in one modified 


er, by the rest 
y. 


Trol- e-Duct 


A system of Portable Elec. 
tricity which Passed its ex. 
Perimental Stage years ago 
and has to ; 
Installations 
Cars of Service”. 
BULL Dog it’s net TROT... 
E-DUCT. Protected hy Datents 


SafTo Switch Boards 


Introduced standardization in 
Switchboards, Embodies fu- 
ture circuit Provisions, con- 
Vertible characteristics, and 
ball bearing safety Switches, 


Superba 
Lighting Panels 
A triumph of ar 


ake, 


BUStribution-Centers 


The most complete and flex. 
ible “plug-in” type Bus Bar 
method of distribution, Per. 
mits mixed Circuits of di. 

ent types with converti- 
ble features and future circuit 
Provisions. Suited for verti. 


cal or horizontal installation, 
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NEW PRODUCTS... 
NEW MARKETS 





Ice 
ICELESS Cream FREEZER Announced to 


Announced to the Trade, May, 1935 


The newest addition to the Hamilton 
Beach line. Opens a brand new field for 
summer business and profit. swiveled-wheel 


ae Oe ere $ 9.95 cleaning. 
ee 10.45 


There’s always something new in the Hamilton 
Beach line—new products that open new fields for 
volume and profit—modern improvements that stim- 
ulate sales for Wholesaler and Retailer. 


During the first 5 months of 1935, we have intro- 
duced two new items—the Type “K” Vibrator to 
meet the demand for a motor-driven vibrator to 
retail at about $10.00—and the Iceless Freezer, the 
motor-driven paddle freezer that makes old-fash- 
ioned home-made ice cream in mechanical refriger- 
ators. 


In this same period many improvements and refine- 
ments have been made on our established products. 


Of these, the No. 10-L Cleaner, with improved floor 


NO. 10-L CLEANER 

the Trade, May, 1935 
A deluxe motor-driven brush cleaner with all 
modern features—improved floor light, 2- 
speed motor—radio interference eliminator— 


Retail price ..... 


TYPE “K” VIBRATOR 
Announced to the Trade, April, 1935 
Meets the demand for a motor-driven 
vibrator Of Hamilton Beach quality, to 
retail at about $10.00. Has proved to be 
a big seller and profit-maker. 


and triple-action 


light, has been the most outstanding in point of 
greater sales interest. 


Every step in our development program—from Ex- 
perimental Laboratory to Consumer advertising—is 
designed to build sales—sales that pay a full margin 
of profit to Wholesaler and Dealer. 


Our Profit Protecting Policy 


Hamilton Beach appliances are distributed on our 
clean-cut Wholesaler-Retailer policy. We are 100% 
for price maintenance. All inquiries are referred to 
dealers—-we take no orders. This strict sales policy 
protects your profit on every Hamilton Beach sale. 


HAMILTON BEACH CO., Racine, Wisconsin 





HAMILTON BEACH 
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REG. U.S. PAT. OFF, 


Patent No. 1,962,876 


PAT.NOS.1386434.:435306 196287 
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| and savesM ONE VY 


ELECTRICALLY 












@ Despite implications to the contrary, 
Electrunite Steeltubes with all the neces- 


» 4 sary couplings and box connectors actually 


“WELBED- — costs less than threaded conduit. The sav- 
ing in first cost is approximately 5 to 15%. 

But this is not the only saving made. Electrunite 
Steeltubes is much easier to cut and bend. It requires 
no threading. It takes up less space in walls and floors. 
It is approximately 30% easier to wire because of its 
patented new inside surface which cuts down friction. 


And in addition to these installation advantages, it 





affords perfectly adequate electrical and mechanical 
protection for wiring. 


e e e Electrical supply houses carrying genuine 

Electrunite Steeltubes are urged to show contrac- 

i pile tors comparative figures that prove the greater 

l. ectrica 1 D ZUutsion profit possibilities of this modern electrical me- 


tallic tubing. And if you are not handling it—let 
us give you the facts that will show how you, too, 
’ Ce e a n U e & hl ” can turn additional sales into profits. 
e 


CL. 












WORLD’S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


LEVER AE mw «te ew RES 








Knurled inside 
finish available 
in", %" and 
1” sizes 

2 


ogo concth ss 
“OP iy cindt 
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loose LATEST ANACONDA development was 
inevitable. Over a period of years, Everdur.. 
an exclusive Anaconda Metal ... has enjoyed in- 
creasingly widespread use where superior physical 
properties p/us excellent corrosion resistance are 
essential. Now, Electrical Conduit of Everdur 
Metal is available —for installations exposed to 
general corrosive conditions or hazardous loca- 
tions, and where ultimate cost and maximum 
safety are of primary consideration. There are 
two wall thicknesses—E. M.T. (Electrical Metallic 
Tubing in nominal sizes from 3¢’’ to 2’’) and R.C. 
(Rigid Conduit in nominal sizes from 14’’ to 4’’). 
§ Of uniform temper, Everdur Electrical Conduit 





EVERDUR METAL 


THE AMERICAN BRASS COMPANY 


Je lauckwa ele 
story of 100% 
Non-Rust Metal 


Conduit 


EVERDUR Electrical Conduit 


can be cut, threaded, bent and assembled in prac- 
tically the same manner and with the safe equip- 
ment employed for steel conduit and tubing. It 
is accurately cold drawn to size for assembly 
with either threaded or threadless Everdur 
Fittings now available from several manufacturers. 

Everdur Electrical Conduit is listed and labeled 
by Underwriters’ Laboratories, and has success- 
fully withstood the prescribed tests for conduc- 
tivity, short circuit and ground, resistance to 
arcing, bonding and fittings, tensile and compres- 
sion strength, resistance to impact, and bending... 
Sold through recognized distributors. Our mew Ana- 
conda Publication E-12 will be mailed on request. 


“EVERDUR"” isa registered trade- 
mark, identifying products of The 
American Brass Company made 
from alloys of copper, silicon and 
other elements. 


AN DA 


General Offices: Waterbury, Connecticut 
Offices and Agencies in Principal Cities 


In Canada: ANACONDA AMERICAN BRASS LTD., New Toronto, Ont. 


ANACONDA COPPER & BRASS 
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Electricians 


LEIN PLIERS are designed for the 
electrician and master mechanic. 
Drop forged from alloy tool steel, each 
plier individually tested to withstand more 
than can be asked of it under even extraor- 
dinary service. Long nosed pliers with 
needle-like points for wiring in difficult 
places—big, husky side cutters, a necessity 
to linemen—oblique cutters especially de- 
signed for switchboard work—a plier for 
every need of the electrician or mechanic. 
Linemen, electricians, good mechanics 
are all familiar with the Klein name and 
trademark—a name that has stood for the 
maximum in tool construction “since 
1857.” Klein Pliers are now mounted on 
attractive display cards and wrapped in 
cellophane — handsome, well displayed 
tools that help sell themselves. 








athias 


& Sons 
Established 185/ 


3200 BELMONT AVENUE 
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One foot orA MILLION. 
one QUALITY thruout . 
one SOURCE _— 


OF SUPPLY 





CRESFLEX NON-METALLIC SHEATHED CABLE 


Gi NON ERON PREPRPRPAS 
Pe III 





big =a 





ARMORED BUSHED CABLE—TYPE A.C. 





wr itd fousting Fibrous Steel Moisture ‘Tape &raid and Finish 
on Filler Tape Armor — 

Mer 
INTERLOCKED ARMORED SERVICE ENTRANCE CABLE—TYPE A.S.E. 







YZ 






pe Braid Bore 
Rubber Conductor Tope 


A.E.1.C. ARMORED SERVICE ENTRANCE CABLE—TYPE S.E. 


Braid Finish 








BUILDING WIRE SIGNAL CABLES FLEXIBLE CORDS 
POWER CABLES PARKWAY CABLES WEATHERPROOF WIRE 
CONTROL CABLES ARMORED CABLE MAGNET WIRE 


LEAD COVERED CABLES RUBBER SHEATHED CORDS FLEXIBLE STEEL CONDUIT 
VARNISHED CAMBRIC NON-METALLIC SHEATHED CABLE 


SPECIAL CABLES TO MEET ANY SPECIFICATIONS 


SEND FOR 
NEW CATALOG 


WITH VALUABLE 
ENGINEERING DATA 
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FOUR FAST MOVERS 
Sthihe tits Fe a _ wae re a steady customer 


“HANDI-LUGS” = (Solderless Connectors) 


Three Types: 
STANDARD: 

StuD TERMINAL: 

2 Way CONNECTOR. 


§{ No blow torch.. no 
solder and iron... no 
tape ..no paste. . buta 
definite, assured contact. 
{{ Eight sizes of ‘‘Handi- 
lugs”’ of all 3 types, care 
for all wire sizes from 
1,000,000 C. M. to No. 
14 Wire. { Each size 
adjustable to several 
wire sizes and rated in 
amperes. { The time 
saving feature of “Handi-lugs” is also an important 
factor when compared with the more conventional 
method of soldering lugs to cables — and waiting for 
them to cool. §{ See pages 153, 153A, 153B of Cat. 16. 








”T.T.” Motor Starters (Thermostatic Tumbler) 


{ With Thermostatic 
Overload Protection. 


{ For motors 1 H.P. 
and below. {j Single and 
double pole. {| Heater 
units inter - changeable. 
{ Fits standard deep 
box. { Can be furnish- 
ed with plate for flush 
mounting. ‘| Contacts 
are silver to silver. 
{{ Switch unit complete- 
ly enclosed in Bakelite 
case. § It will stand a 
heavy starting load or 
overload for a brief 
space of time without tripping but will trip before 
the overload can damage the motor. {{ Low in price— 
no maintenance cost-and full protection. See Bul. 119. 

















No. 24111... Type “D” For Oil Burners 


List each, $1.90. 

30 Amp., 125 Volt, 

Plug Fuse, 2 Wire. 

single fuse, single 
blade. § Porcelain base. 
{ For Oil Burners and 
a score of other applica- 
tions including lighting 
circuits. { Entire switch 
unit is removable from 
the box, insuring mini- 
mum installation cost. 
{| Compact in size, (Box 
31%” x 6” x 354”) sub- 
stantial in construction. 
{| Competitive in price. 
{| For extra large wiring space a similar switch 1s 
available in a larger box at the same price ~~ and 
catalogued as No.23111. {| Both described in Builetin 
118 — Sent on request. 











“T.M.”. 742 Motor Starter (Front Operated) 


{ With Thermostatic 
Overload Protection. 


{| Operates on any vol- 
tage from 110V. A.C. to 
maximum of 550V. A.C. 
for motors rated up to 
744H.P., 2 and 3 Pole. 
{ Duo-break contact 
construction reduces 
arcing to a minimum. 
{ Safe to “jog” the 
motor. § Silver to sil- 
ver contacts. {| Front 
operation construction 
allows for close ganging. 
Also available side oper- 
ated. {| After overload trip, the starter automatically 
resets. { Full description in Trumbull Cheer, May 
issue and page 44, Catalogue 16. 











“Jheds surely Ace good sdbletis eo © «© « SO NOW it ts ei to _ 


THE TRUMBULL ELECTRIC MANUFACTURING CO. 
PLAINVILLE, + cexena: cvecrnic @Joncanizarion CONNECTICUT 
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Typical display material now being used as exhibit at local gatherings—promoting approved workmanship, approved installation 
and, of interest to the wholesaler, approved materials. 


BUSINESS 


Share the 


Wh srrc educa- 


tion is the basis upon which 
the “Safeguarding Electric 
Service in the Home” cam- 
paign will yield the greatest 
benefits to your business. 


It is upon this basis that you 
are asked to lend your local 
assistance to a nation-wide, 
adequately - planned, swiftly- 
moving coverage of homes 
with literature, lectures, ex- 
hibits and displays at no cost 
to you—but with many bene- 
fits accruing from your par- 
ticipation, you are asked to 
assume your part in the “‘Safe- 


guarding Electric Service in the Home” campaign. 
Around this movement, based on the need for 
demanding approved, labeled cord and other de- 





ELECTRIC SERVICE 
IN THE HOME 





Write today for your 
copy of the campaign 
Sent Free 


Materials. 









vices, is growing the whole 
“Safety in Wiring” program. 
And results are showing in 
the public’s demand for safe 
electrical work — approved 
materials—high quality work- 
manship. 


To participate, write for the 
literature — cooperate with 
your local inspection bureau— 
get your local civic and com- 
mercial organizations to spon- 
sor the activity . . . suggest 
that your local school board 
adopt an educational program 
to promote proper care of 
cords—discuss the campaign 


with your local trade groups. And above all de- 
mand Approved Labeled Cord and Approved 
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HAZARD INSULATED WIRE WORKS 


Division of 


THE OKONITE COMPANY 


Factories: Wilkes-Barre, Pa. Passaic, N. ]. 
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CONDUITS 
THAT lead 








~ A Conduit that bends easily—the enam 













a A’stick inside finish permits wires 
—no fussing—no lost time—stays 


bending too. A quality pipé with a quali 
nized finish that gets jobs through on time. 





‘a 





& A thin wall conduitethat provic 
electricaland mechanical protect 

rosion, easy to handle, no t 
. Write us for welded and bends easily without kinks. 


data on this 
complete line of 
quality conduit and 
how you can cash- 


were CLAYTON MARK & CO. 
Opera Building 


CHICAGO ILLINOIS 













We Use Ads In Selling 


Experience Has Proven That Advertisements in Trade Publications 
Make Effective Sales Tools 


By E. E. HASSELQUIST 


Vice-President and Sales Manager 
Fox Electric Supply Co., Elgin, Ill. 


erpbees magazines serve a three- 
fold function. From them we get 
ideas that indirectly help or will aid at 
some later date, the advertising pages 
are directly beneficial and, from the 
ordinary news items we derive a cer- 
tain degree of pleasure. 

As far as I understand publishing, 
and my understanding is probably about 
that of the average layman, I consider 
the editorial pages as directed to execu- 
tives or salesmen, setting forth ideas 
and suggestions that are valuable in the 
line of business to which the paper is 
directed. In each issue of almost any 
magazines are worthwhile and helpful 
articles, as there are also articles that 
fail to arouse my interest. The maga- 
zine that brings forth good points in an 
interesting manner is the magazine that 
[ read. 

The informative articles are to me 
the most important section of any trade 
paper. I also enjoy looking at pictures 
of my friends in the trade, reading about 
what they are doing, and, very often, 
reading interesting articles written by 
them. This is the purely enjoyable 


feature which I expect to find in a trade’ 


magazine. 

Now I want to speak of the advertis- 
ing pages, for they accomplish the most 
material good for us in the sales end of 
the business. I judge that manufactur- 
ers advertise for numerous reasons. 
They want to reach those who are apt 


to buy their products, consequently they 
expend much of their advertising budget 
using the trade paper mediums. Not 
only is it necessary for the manufactur- 
ers to keep their names and their prod- 
ucts before the trade, but they have a 
story to tell about their lines that is 
important in helping salesmen do a bet- 
ter selling job. 

Our salesmen not only find a good 
trade paper interesting and informative 
but find it a good sales weapon. The 
consistent advertising by the manufac- 
turer makes a strong impression on our 
men. It keeps them constantly reminded 
of the different manufacturers whom 
we represent and very often gives them 
information that they have overlooked 
in our regular catalog pages. This is 
one of the reasons why I insist that our 
salesman carry a current copy of at 
least one magazine in his case along 
with his regular sales material. 

We have often found that the use of 
a good trade paper is invaluable in get- 
ting an audience with a new account. 
The contractor, dealer or industrial may 
not have heard of us. He does not 
know whether or not we are depend- 
able and honest, or whether our service 
is good, bad or indifferent. Here is 
where the trade magazine comes in. Our 
salesman calls the prospective customer’s 
attention to the different manufacturers’ 
advertisements, mentioning as he goes 
through the pages, “This is one of our 








Things Look Better for wholesalers in the middle-west and the boys at Archer 
Electric Co., Omaha, are among those who are going to “cash in” when crops are 
harvested. The gentleman with the cigarette is John Beranek, office; next, L. L. 
Jones, sales; the president, J. L. Archer, is next; then we meet J. E. Simek, super- 


intendent, and J. H. Archer, counterman. 
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lines.” “Here is another line we dis- 
tribute” and so on through the maga- 
zine. This procedure usually makes a 
good impression and tells the story bet- 
ter than words. The prospective cus- 
tomer usually is well acquainted with 
most of the well advertised lines, con- 
sequently, he knows also by this time 
that our house, if nothing else, distri- 
butes first-class supply and merchan- 
dise lines. It automatically occurs to the 
prospective buyer that if we are repre- 
sentatives for the various well known 
manufacturers, we surely must be a firm 
with whom it would be safe and satis- 
factory to do business. 

In this respect, I do not wish to ap- 
pear boastful, but I do consider it some- 
what of a privilege to distribute for 
manufacturers whose lines are not 
available to every “Tom, Dick and 
Harry.” 

We have accounts, as many wholesal- 
ers do, that we have been unable to sell 
certain lines which we think they should 
handle, and, as we all know, it is often 
quite a job to crack them. In these cases, 
the trade papers, with their advertise- 
ments, are very useful. The salesman 
hammers away on the account, with the 
aid of monthly advertisements of the 
line about which the customer is hesi- 
tant, until finally he is convinced that 
the product must have some merit after 
all. Of course, in these cases, the sales- 
man does the work, but I am certain 
that the series of ads have also done 
their share in getting the order. 

Another valuable help we get from 
watching the advertisements closely is 
that very often a manufacturer is an- 
nouncing a new line or item, and many 
times we have read the manufacturer’s 
announcement in the trade paper sev- 
eral days in advance of receiving simi- 
lar information direct from the manu- 
facturer. This, of course puts us several 
days ahead of our competitors whose 
salesmen are not consistent readers of 
their trade paper. 

I feel that every one in our sales 
organization has been helped consider- 
ably by making it a point to read the 
messages the manufacturers tell in their 
ads. I also believe that wholesaler ex- 
ecutives and salesmen can profit con- 
siderably by using manufacturers’ adver- 
tisements in their work of selling. 

In the early days of our business, 
when I was considering adding new 
lines, I chose the manufacturer whose 
advertisements I had seen consistently 
in the trade papers, in fact, I can say 
that the majority of the lines handled 
by my company were originally chosen 
by me, largely because of their trade 
paper advertising. 


Vv 


National League Inaugurates 
Night Baseball 


Just 52 years after the first baseball 
game was played under electric lights, 
big-league competition under floodlights 
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made its bow in Cincinnati on May 23, 
when the Cincinnati Reds opposed the 
Philadelphia National League club at 
Crosley Field, newly lighted by 352 
General Electric floodlighting units. 
Cincinnati will be allowed to play each 
of the other teams once under lights 
during the season, or a total of seven 
games, under the recent ruling adopted 
by the National League, and it thus be- 
comes the pioneer in its class of a move- 
ment that has brought new interest and 
increased gate receipts to various minor 
teague clubs during the past few years. 

Night baseball was played last season 
by every club in the International, Pa- 
cific Coast, Western, and Middle Atlan- 
tic leagues. Five clubs had equipment 
in the American Association, and only 
one club was without lights in the Texas 
League. 


v 


McGraw Electric Announces 
Salesmanship Winners 


Prize winners in a nation-wide contest 
which marked the close of an extensive 
course in electric appliance salesman- 
ship, in which some 17,000 retail clerks 
and more than 3,500 wholesale salesmen 
participated, has just been made public 
by officials of the McGraw Electric Co., 
Minneapolis, Waters-Genter Division. 

The course had been prepared espec- 
ially for this company by W. H. Lough, 
well-known merchandising authority of 
Chicago, and covered the entire field of 
electrical appliances sold through retail 
outlets. The contest, with a long list of 
cash and merchandise prizes donated by 
McGraw Electric Co., consisted of ques- 
tions compiled from the selling course. 

Miss Ruth M. Murdock, West Penn 
Power Co., Springdale, Pa., was the 
winner of the grand prize of $300 in the 
dealer division. 

In the wholesaler salesman division 
winners of 15 Toastmaster hospitality 
trays complete were F. B. Reynolds, 
Graybar Electric Co., Milwaukee; L. B. 
Stratton, H. J. Gorke Estate, Syracuse ; 
Herbert C. Semmel, General Electric 
Supply Corp., Philadelphia; Wm. R. 
Robinson, Dauphin Electric Supplies, 
Harrisburg; Morris Berman, L. Luria & 
Son, New York City; W. L. Swartz, 
Graybar Electric Co., Appleton. 

Winners of Toastmaster breakfast 
tray sets were A. T. Timerman, West- 
inghouse Electric Supply, Milwaukee; 
P. B. Johnson, Ballou, Johnson & 
Nichols Co., Providence; R. J. O’Don- 
nell, Hendrie & Bolthoff, Denver; Geo. 
H. Stegman, Weed & Co., Buffalo; J. F. 
Bacon, Iron City Electric Co., Pitts- 
burgh; E. J. Riley, Graybar Electric Co., 
Spokane. 

Winners of single slice Toastmasters 
were H. Ray Warrell, General Electric 
Supply Corp, Cincinnati; Paul Zielke, 
General Electric Supply Corp., New 
York City; J. D. Diver, Graybar Elec- 
tric Co., Detroit; Wm. Volkmann, Jr., 





With 17 


His Department Progresses. 
years of wholesaling experience in Min- 
neapolis and Detroit behind him, C. L. 
Barrett came to the Southern Minnesota 


Supply Co., Mankato, to manage its 
electrical department. That was several 
years ago and today the electrical sales 
of that firm rank with their specialty- 
automotive supplies. 





Westinghouse Electric Supply, Mil- 
waukee; A. D. Belcher, Westinghouse 


Electric Supply, Allentown; Horace 
Terry, Colonial Electric Co., Phila- 
delphia. 
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Electric Range Manufacturers 
Launch Advertising Campaign 


As the opening gun in their 1935 range 
selling campaign, three of the largest 
manufacturers—Edison General Appli- 
ance Co., General Electric Co. and West- 
inghouse Electric and Manufacturing 
Co.—will concentrate their electric range 
advertising in the July issue of McCall’s 
Magazine. This will represent five pages 
of range advertising and will be dis- 
tributed to more than 2,300,000 families 
the first week in June. 

The July issue of McCall’s will also 
contain as an editorial feature in its 
homemaking section, an article on kit- 
chen planning, a goodly part of which 
will be devoted to the range. Succeed- 
ing issues will also carry editorial 
articles on electric cookery prepared by 
home service women in the utility field. 
A feature article on Electric Range Sur- 
face Cookery, written by Miss Valentine 
Thorsen, Home Service Director of the 
Northern States Power Co., will appear 
in McCall’s September issue. 

These manufacturers are mailing spe- 
cial folders to their distributor organiza- 
tions. These folders, in addition to car- 
rying pre-prints of the advertising in 
McCall’s, devote space to the range sales 
opportunity in 1935 and carry definite 
suggestions for local efforts—newspaper 
advertising, store and show window dis- 
plays, cooking schools, radio programs, 
home service classes, etc. These plan 
books have been prepared under the 


direction of the electric range advertis- 
ing committee, range section of NEMA, 

Sales representatives of each manu- 
facturer participating are encouraging 
their utility and dealer customers to put 
on aggressive local campaigns this sum- 
mer to take advantage of the national 
activity and the lively range business 
which has been in evidence the first part 
of the year. 
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National Better Housing Day Is 
June 15 


Better Housing Committees in every 
important city and town in the country 
are now arranging for the launching of 
from 1 to 25 new model homes on 
June 15. Ground will be broken simul- 
taneously for all of these homes at a 
given hour. There will be a local 
ground breaking ceremony in every 
community, and a national ceremony in 
Washington at which President Roose- 
velt will be asked to participate, which 
will be broadcast over a nationwide 
radio hook-up. 

Progress stories will appear in the 
newspapers and over the radio as the 
construction of these model homes pro- 
ceeds in each community. On com- 
pletion, the homes will be furnished, 
where possible, and thrown open for 
public inspection. They will then be 
sold to individual owners. 

Where possible, the homes will be 
financed with a Federal Housing Ad- 
ministration insured mortgage which 
can be made for as much as 20 years 
and up to 80 per cent of the value of 
the property. 

Reports received thus far indicate 
that ground will be broken for several 
thousand homes on June 15. This will 
have a mass effect which will focus 
public interest on home building and 
home ownership. 
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Oil Co. Finds Unique Use 
For Magnet Wire 


One of the large oil companies in 
Texas has discovered a unique use for 
magnet wires, according to the General 
Electric Co. The geophysical depart- 
ment handles very high explosives in its 
field work, and it is imperative that each 
individual keep in constant communi- 
cation with his base. Several men re- 
port to the same base, and the cost of 
stringing regular overhead telephone 
wire, of course, would be prohibitive. 

Each man as he starts out from the 
base simply straps a five-pound spool of 
No. 24 single cotton enameled bonded 
magnet wire on his back so that it un- 
winds as he walks along. When he 
reaches his destination he cuts the wire, 
fastens it to his hand telephone, and is 
in immediate touch with his base. 

The wire must be strong in order to 
withstand the strain; and it must be per- 
fectly insulated to prevent grounding. 





ce er eee 


CAN A WASHER 
BE IMPORTANT 





UPPOSE C-H does use higher quality 

fibre in switch hooks! Suppose those 
hooks are a better, cleaner die-cut 
job! Suppose they are more sturdily 
riveted, with strong rivets, and washers, 
too... What of it? Isn’t that a minor 
point after all? 

Possibly—when taken by itself. 

And so it is with every other single thing 
in any switch. 

BUT—the reason for whittling a C-H switch 
down to its details in this manner is to 
show that details, taken together, are all 
that matter; to indicate that quality must 
be in terms of details, and to show that 
the quality of the whole C-H line can be 


proven in terms of any defail you may 
care to choose. 

This, then, is not only an overall claim 
of quality and the acceptance that qual- 
ity brings. It is a call to you to buy as 
C-H manufactures—on the basis that 
every detail is important, that when de- 
tails are perfect the switch is perfect, 
and that such a switch is the best to 
buy, the best to sell. 

Featured by alert contractors and in- 
dependent electrical wholesalers every- 
where. CUTLER-HAMMER, Inc., Pioneer 
Manufacturers of Electric Control Appa- 
ratus, 1327 St. Paul Avenue, Milwaukee, 


Wisconsin. 


y, 


The C-H line includes all types and sizes 
of Standard, Weatherproof and Explosion- 
Proof SafetySwitches,and Meter andRange 
Switches for every locality—all built to the 
famous C-H Control Leadership standards. 


CUTLER-HAMMER @ SAFETY SWITCHES 
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Electrical Supply Sales Up 


Gains of 20 to 35 per cent reported in Dun & Bradstreet’s latest 
survey of the electrical supply trade 


FTER an almost continuous rise in 
A both production and distribution of 
electrical supplies since the Summer of 
1933, which resulted in 1934 volume 
exceeding that of the year preceding by 
30 to 40 per cent, the gain has been even 
more emphasized thus far in 1935. For 
the first four months, sales have been 
set ahead of the 1934 figures by 20 to 
35 per cent, with the increase in some 
items running to 50 to 70 per cent. The 
improvement in volume is attributed 
principally to increased demand from 
industrial sources, where the strength- 
ened sentiment regarding the future is 
finding expression in extensive moder- 
nization and rehabilitation work. More- 
over, many of the heavy industries 
which have been dormant for some time 
now are coming into the market for 
new equipment, such as turbines, gen- 
erators, motors and transformers. 


Contractors More Active 


New business derived from contrac- 
tors, in conjunction with building proj- 
ects, has not been impressive thus far, but 
as building permits for residences in many 
parts of the country are running double 
those of a year ago, prospects are en- 
couraging for an abrupt upswing in this 
division during the third quarter. Con- 
sistent consumer demand for electrical 
household appliances, especially refrig- 
erators, ranges, washing machines, and 
ironers has been an outstanding feature 
of the industry, with estimates showing 
that the point of saturation has not been 
even approached. Based on the gain 
made during the opening months, vol- 
ume for 1935 is placed conservatively at 
10 to 25 per cent above that of 1934, 
with a larger percentage of increase 
probable, provided proposed plans for 
rural electrification be carried out, ac- 
cording to a survey of the electrical 
supply trade, which has just been com- 
pleted by Dun & Bradstreet, Inc. 

Many of the manufacturers entered 
1935 with the total of unfilled orders on 
their books 20 to 50 per cent larger than 
on January 1, 1934, and with the sub- 
sequent buying were forced to lift oper- 
ating schedules on an average of 50 per 
cent above the preceding year’s level. 
In a number of divisions, output dur- 
ing the first four months of the cur- 
rent year was double and triple that of 
the comparative period of 1933. Out- 
put of automobile harness and electric 
light fixtures at some centers rose 100 
per cent, due to the heavy demands of 
automobile producers and the redecora- 
tion and renovation of apartments and 
rental properties long vacant. 


During January and February alone, 
producers shipped 91 per cent more 
refrigerators to distribution outlets than 
a year ago. Orders for panel boards, 
switches, and air-conditioning supplies 
have averaged a gain of about 25 per 
cent, and the rapid expansion of sales 
in the air-conditioning field is providing 
a close parallel to the phenomenal 
progress made by some other divisions. 
While the larger sales have not com- 
pensated for rising costs of labor and 
materials in all instances, operations 
have been profitable in most cases, and 
some concerns had profits in 1934 that 
were 40 to 50 per cent larger than in 
1933, despite large pay roll increases. 

Representative distributors of electri- 
cal supplies and appliances in many 
parts of the country report sales for the 
first four months of the current year in 
excess of all comparative records back 
to 1931, with new peaks touched in 
some items. Gains over 1934 average 
30 to 50 per cent, although sales of 
ranges have risen as much as 70 per 
cent in those areas where gas is not 
available and power companies are fur- 
nishing free installations in suburban 
and country homes. 


Refrigerator Sales Jump 


Sales of household electric refriger- 
ators have advanced about 50 per cent 
thus far this year, following the new 
peak reached in 1934 at 1,390,000 units, 
with a dollar value of $239,980,000. In 
spite of the increase in the number of 
low-priced models now being offered, 
dollar volume of sales for 1935 is esti- 
mated at $300,000,000, and unit sales at 
1,800,000, which will represent only 
28.2 per cent of the market’s satura- 








Doing Business at a new stand. A con- 
tractor-customer buys a bill of goods 
while Joseph Jones, president, and Wil- 
liam Swanson, treasurer, of the Asbury 
Park Electric and Auto Parts Co., give 
the order first-class attention in their 


new home at 710 Main St. The com- 
pany was formerly known as the Asbury 
Park Electric Supply Co. 


tion point. Factory shipments of house- 
hold washing machines during some 
months this year were the largest in the 
industry’s history even though total 
sales for 1934 were 1,240,284 units, an 
all-time record, and 20.6 per cent higher 
than in 1933. 

The breadth of the expansion in the 
use of household electrical appliances is 
revealed by the gain in electric output. 
After the home use of electricity reached 
a new high in 1934 at 12,797,635,000 
kilowatt hours, sales of electricity to 
domestic customers in January, 1935, 
rose to an all-time peak at 1,316,743,000 
kilowatt hours. The number of domes- 
tic customers on the lines of the electric 
light and power industry in the country 
also attained a record total for January, 
and the revenue from all classes ot con- 


sumers was the highest since January, 
1932. 


Prices May Advance 


There have been some minor price 
fluctuations during the past six months, 
but the general level is about where it 
was a year ago, with the exception of 
electric light bulbs, which have been re- 
duced around 25 per cent to meet 
foreign competition. Any revisions in 
the near future are expected to be in an 
upward direction, as buyers of electri- 
cal supplies never have received more 
for each dollar spent than this year. In 
electric refrigerators, many of the low- 
priced units now display features which 
formerly were incorporated only in 
the high-priced models, and the same 
is true of ranges, washers, vacuum 
cleaners, and other kitchen appliances. 

The continuous decline in bank- 
ruptcies since 1931, when the record 
high was reached at 57, lowered the 
number of failures among manufac- 
turers of electrical supplies to 18 for 
1934. The latter total, however, was 
higher than that for 1928 and 1929, 
when 16 and 13, respectively, was re- 
corded. For wholesalers and retailers 
of electrical supplies, on the other hand, 
the 49 failures listed for 1934 repre- 
sented the smallest total on record, and 
contrasted with 169 for 1932, which was 
the all-time high. 

Combining the insolvencies of manu- 
facturers, wholesalers, and retailers, the 
total of 67 in 1934 was the lowest 
touched in the history of the trade, and 
marked the first time that the figure 
had dropped below 100 for any year. 
The 1934 total was lower by 51.1 per 
cent than the 137 for 1933, and when 
contrasted with 217 in 1931, which was 
the peak, the decline amounted to 69.1 
per cent. 

For the amount of money which the 
trade was forced to lose because of 
bankruptcies, 1934 also established a 
new low in the trade’s history, as total 
defaulted indebtedness was cut to $868,- 
642, a difference of 62.9 per cent from 
the 1933 total of $1.471,142, and was 
the first time that the loss was less than 
$1.000,000. 
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Gives Speed, 
Strength and Beauty 
to the Wiring Job 


The SPEED of the simplest, easiest-to-install fan 
hanger. Fits in STANDARD 4”-square outlet box. 
The STRENGTH of a 4-point suspension capable of 
supporting a weight many times that of the fan. 

The BEAUTY of an all-BAKELITE Receptacle, with 
finding grooves to guide the plug prongs into the 
double-contact jaws. Heavy plate of .060 brass 
completes this attractive unit which makes such a 
quick appeal to your customers. 


Price is extremely attractive; installation-cost surprisingly 
low. Standard package quantity reduced to 20. 


For Stud Mounting— No. 7751: Wireman twists 





hickey of hanger outlet firmly on stud of box. Inserts Af right — Clamp 
long holding screws into Sichons fastens to box e 
cover; puts on plate: inserts fan screw. for clamp mounting 
eee eee tee aetnina tome geo iene TI5I-S 

a aid eqaumadl or oe d clamp firmly against Specify 7 on Type 





ox cover. No7750-Clamp Type 


Data-sheet with complete listings for the asking. 


HARKT & HEGEMAN DIVISION =e | 





ay 


has 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD. CONN. 
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Trade Associations 





NEWA Selects Chicago 
For Fall Convention 


At a meeting of the executive com- 
mittee of NEWA, held in Atlantic City 
May 23 and 24, it was voted to hold 
this year’s annual convention in Chi- 
cago during the week of September 23. 

The executive committee will meet on 
Monday. Tuesday and Wednesday will 
be given over to meetings of the com- 
modity committees, and general sessions 
will be held on Thursday and Friday. 

The fall meeting of NEMA will be 
held in Chicago the following week. At 
its Atlantic City meeting the NEWA 
executive committee discussed the value 
of NRA and its codes to the electrical 
wholesaling trade. The opinion was 
generally expressed that it would be of 
advantage to the electrical wholesaling 
trade to continue to operate under a 
code. 


v 


RMA Meets for Eleventh 
Annual Convention 


With new technical developments and 
national trade promotion as the major 
topics of discussion, the Radio Manu- 
facturers’ Association is gathering in 
Chicago on June 11-12 for their 11th 
annual convention. The membership 
will also elect a president, directors and 
other officers and will make plans for 
many RMA activities during the com- 
ing year. 


Preliminary to the convention, there 
will be meetings of the RMA board of 
directors and also of the set, tube, parts 
and accessory and amplifier and sound 
equipment divisions. A_ radio golf 
tournament on the second day and a 
cabaret membership dinner on the final 
night will comprise the chief social 
activities of the gathering. 


v 


D. L. Fife Made President of 
Detroit Electric Club 


D. L. Fife, Fife Electric Co., has been 
chosen as president of the Electric Club 
of Detroit. The club, with a member- 
ship roster of 180, chose an entire slate 
of officers to serve with Mr. Fife for 
the balance of the year. 

L. H. France, Appleton Electric Co., 
was named as vice-president. I. M. 
Kirlin, Curtis Lighting Co., has taken 
over the duties of treasurer. F. H. 
VanGorder continues as _ secretary- 
manager. C. C. Monroe, Detroit Edi- 
son Co.; C. D. Pierce, John Miller 
Electric Co.; T. E. Lowe, Frank C. 
Teal Co., and O. M. O’Toole, Triangle 
Electric Co., were chosen as members 
of the board of governors. 


v 


Credit Men to Discuss 
Ills of Distribution 


Although the primary purpose of the 
National 


Association of Credit Men’s 





“Anticipating” a Good Time at the Lake Michigan Club’s electrical wholesalers’ 


meeting at French Lick, Indiana. 
group making merry while en route. 


As you can see, the camera caught this 
Along the left windows, front to back, are: 


Sam Kaplan, Kaplan Electric Co., Chicago; David Dobkin, Dobkin Electrical 
Supply Co.; Bill Doherty, of Doherty, Haffner; Fred Kinsey, Westinghouse Lamp 


Co. 


Middle row, front to back: S. A. Nelson, of Wadsworth; J. Hopkins, George 


Richards Co.; N. Brenner, Amber Electrical Supply Co.; George Butler, Steel and 


Tubes. 
Supply Co., Minneapolis. 
directly in front (with cigarette). 


Just to the right of Mr. Butler is D. E. Ford, of the Northland Electric 
E. Von Driska, Rock River Electric Co., Rockford, is 
The man beyond with his hat on the back of 


his head is D. O. Hollie, of the Midwest Distributing Co. 


40th Annual Convention and 5th Credit 
Congress of Industry, in Pittsburgh 
during the wek beginning June 17, will 
be to discuss credit problems and the 
elimination of credit abuses the under- 
lying subject which will engage the 
attention of the delegates will be the 
ills of distribution, according to Brace 
Bennitt, convention director. 

The membership of the National 
Association of Credit Men comprises 
some 20,000 banking, manufacturing 
and wholesaling establishments, organ- 
ized in 1896 on a non-profit basis for 
the promotion of wholesome business 
conditions, through the development and 
maintenance of a sound credit structure. 

Chain store competition, installment 
selling, business receiverships, commer- 
cial bankruptcy, and the cooperation of 
wholesalers and manufacturers with in- 
dividual retailers will come in for full 
and thorough discussion at the conven- 
tion. 


Vv 


Mohawk Valley Club Proposes 
Increased Lamp Compensation 


At a meeting of the executive com- 
mittee of the Mohawk Valley Club, held 
in Syracuse last month, a resolution 
was adopted recommending that the 
Mazda lamp manufacturers increase the 
compensation allowed their B agents by 
one point, in order to compensate for 
the reduction of about 25 per cent in 
dollar volume resulting from the reduc- 
tions in list prices which took effect 
April 1. 

The committee also recommended 
that discounts under form SA contracts 
be reduced from 27 and 5 to 25 and 5 
per cent, and that minimum sales of $75 
be required. A probationary SA con- 
tract was proposed to carry a discount 
of 23 and 5 per cent and to be non- 
renewable unless agents’ annual sales 
reached $75. Reduction of the $75 and 
less than $500 discount to 25 and 5 was 
recommended, with model stocks re- 
maining as at present. Copies of this 
resolution were forwarded to the lamp 
committee of NEWA. 

Another resolution, directed to the 
NRA, requested relief from code pro- 
visions due to the failure of the admin- 
istration to act upon specific complaints, 
with a resultant lack of code enforce- 
ment that severely handicapped whole- 
salers who were abiding by their codes. 

The committee further went on 
record as strongly objecting to the 
present policy of the General Electric 
and Westinghouse companies, whereby 
distributors discounts are extended to 
selected electrical contractors on certain 
apparatus lines. It was pointed out that 
this practice, if allowed to continue, 
would very probably be extended by the 
other manufacturers to include supply 
lines and would very seriously affect 
the electrical wholesaler. 
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“U.S.“RUBBER COVERED 
HEATER) CORDS 


“un 


New because it’s the only heater cord on the market with real sales 
appeal... Casual inspection will tell the buyer that its rubber cov- 
er makes it SAFE—CLEAN—NON-FRAYING—LONG-WEARING. 


Put up in an attractive package with a cellophane window and 
displayed on the dealer's counter in an attractive show-carton, this 
new over-the-counter item will outsell all other heater cords. 





Write today for detailed information and prices. 


A leading item in the The RUBCO line includes many other over-the-counter 
new RUBCO LINE of items such as ZIPCORD REPLACEMENT SETS and 
packaged merchandise EXTENSION CORDS; TROUBLE LAMP SETS, etc. 


Wire Division 
United States Rubber Products, Inc. 
1790 Broadway, New York, N.Y. 
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Continued Gains Recorded for 
Sales of Radio Sets 


New designs and improvement, aug- 
mented by the most entertaining pro- 
grams that broadcasting companies ever 
have devised, are the leading factors 
which have caused an extension of the 
gains made by the radio industry last 
year. Perfection of the short-wave sets 
and progress made in the development 
of radios for motor cars forced some 
manufacturers to increase their output 
from 75 to 300 per cent above that for 
the first quarter of 1934, Sales in nearly 
all parts of the country have expanded, 
the increases running all the way from 
15 to 70 per cent, in spite of the fact 
that demand generally during the open- 
ing months of the year usually is nearly 
one-third less than that experienced 
during the third and fourth quarters. 

A particularly encouraging phase of 
this year’s sales has been the higher 
profit margin obtained on household 
sets, because of the trend toward the 
larger and more expensive models. In- 
terest in the single-wave length radio is 
waning, and many distributors are stock- 
ing only the long and short-wave com- 
bination sets, and are increasing the 
proportion of their inven‘ories repre- 
sented by units ranging from $300 to 
$1,000. New all-time peaks for net- 
work advertising sales have been 
touched this year, and profits of some 
of the leading concerns for the first 
quarter were the largest since 1930, 
with the exception of the final quarter 
of 1934. While no early developments 
are expected, much interest is being 
taken in the experimental work on com- 
mercial television, according to a sur- 
vey of the radio industry which has 
just been completed by Dun & Brad- 
street, Inc. 


Sales Above Last Year’s 


Following increases of 50 to 100 per 
cent in sales of radios in 1934, when 
compared with the 1933 figures, the ex- 
pansion of demand has been extended 
thus far in the current year. Dollar 
sales in most parts of the country aver- 
aged 15 to 50 per cent larger than dur- 
ing the first four months of 1934. In 
fact, distribution has gained steadily 
since last fall, with much of the in- 
creased volume attributed largely to the 
urge to replace old and obsolete models 
with modern short-wave sets and to 
equip automobiles. The introduction of 
all-wave sets, designed for use with bat- 
teries in sections not electrified, has 
created considerable interest among 
farmers, and sales in rural districts dur- 
ing the first two months of this year 
nearly equalled the total for the entire 
twelve months of 1934. 

The medium-priced models constitute 
the bulk of the sales, but there has been 
a decided shift since last summer to the 
more elaborate console units. In fact, 
now that earning power has improved, 


the desire is more marked to own a real 
article of furniture rather than just a 
midget set. This year the radio is play- 
ing two roles, one being entertainment 
and the other decoration. In many in- 
stances, the latter has assumed para- 
mount importance with the former, after 
the years of rigid economy, which forced 
buyers into the lowest price ranges. 


Short-Wave Sets Leading 


The phenomenal increase in radio 
sales this year is attributed to the 
greater demand for foreign reception, 
which has made every owner of the 
long-wave set a prospect for either the 
short-wave unit or a combination of the 
two. As manufacturers have succeeded 
in combining short-wave reception with 
standard broadcasting, at only a slight 
additional cost, fully 80 to 90 per cent 
of the radio purchases are of this type. 
In the nationally-advertised sets, the 
best-selling items are the console models 
with foreign bands, and in this field ap- 
proximately 60 to 85 per cent of the 
total is accounted for by short-wave 
sets. In the popular-priced grades, the 
short-wave models make up 75 to 95 
per cent of the total. 

Although sales of automobile radios 
in 1934 established an all-time high, the 
increase over that record thus far this 
year has ranged from 20 to 40 per cent, 
with the gain in some districts as high 
as 75 per cent. During the first four 
months of the current year, sales of auto- 
mobile sets made up 10 to 30 per cent 
of the total radios sold, but this ratio is 
expected to be lifted rapidly during the 
summer. 


Advance in Prices Expected 


After strengthening during the fall 
and early winter months, the price level 
has been comparatively firm since the 
first of the year at a level 5 to 10 per 
cent higher than that of a year ago, 
with the current trend upward. While 
prices have been subject to consider- 
able fluctuations, due to competition of 
chain units and the tendency to offer 
substantial concessions from quotations 
listed, mark-downs have been confined 
almost entirely to the less expensive 
models and midget sets. 

On the other hand, prices of the bet- 
ter grade sets are as much as 20 per 
cent higher than a year ago. Since 
April 1 price-cutting has appeared in 
some cities, but this has failed to dis- 
turb the general market level. It is 
expected that the new models to be 
brought out next fall will carry higher 
prices due to the introduction of metal 
tubes by some of the large producers. 
Recent developments in the tube indus- 
try indicate that further recessions may 
be expected. 

Wholesalers report collections as 
more prompt than during the compara- 
tive period of 1934, and a number of 
old accounts have been liquidated. 


Outlines Methods of Radio 
Interference Reduction 


With the coming of warm weather, 
the increased use of electric fans and 
refrigerators will bring with it new prob- 
lems in the way of radio interference. 
Although the radio and electrical indus- 
tries are making a concerted drive 
against interference-creating devices and 
many municipalities have passed anti- 
noise ordinances, there are still count- 
less numbers of sparking motors to con- 
tend with. 

The most effective attack on the noise 
problem is to isolate the offending ma- 
chine and to equip it with a simple filter 
consisting merely of two fixed con- 
densers in series, with the outer connec- 
tions across the motor brushes and the 
center connection grounded to the motor 
frame. In the majority of cases en- 
countered by radio set owners and 
service men, however, the source of the 
interference cannot be readily located. 

The only possible cure in cases of this 
kind is the use of an interference filter 
consisting of both by-pass. condensers 
and radio-frequency chokes, according 
to William Bailey, of the Cornell- 
Dubilier Corp., who has had consider- 
able experience with the noise problem. 
This filter is connected to the line cord 
of the receiver, and in nine cases out of 
ten it is very effective because it prevents 
the noise from entering the receiver 
through the power line, which is its usual 
carrier. Of course, no line filter will 
eliminate or even reduce noise that is 
picked up by the aerial or its lead-in. 

A line filter is the easiest thing to try 
first, as it can be plugged into service in 
a few seconds. If the noise continues, it 
is not reaching the set through the elec- 
tric wires, and the erection of an antenna 
of the noise-reducing type should be 
considered. Radio dealers sell line fil- 
ters on a trial basis, as they know con- 
ditions vary a great deal. A filter may 
be 100 per cent effective in one house 
and not effective at all in another. 


Vv 


Chicago Electric Golf Club 
Stages First Tournament 


Members of the Chicago Electric 
Golf Club and their guests enjoyed the 
first tournament of the organization on 
May 21, at the Cog-Hill Golf and Coun- 
try Club, Chicago. R. DeLano, West- 
inghouse Electric Supply Co., is the new 
chairman of the club. Other officers 
for the 1935 season: J. Kopp, General 
Cable Co., vice-chairman; J. W. Col- 
lins, Electrical Contractors Association, 
secretary; F. E. Glassman, J. P. 
Simons & Co., treasurer; J. Defontaine, 
Westinghouse Electric Supply Co., 
prizes; George E. Mason, Colt Patent 
Fire Arms Manufacturing Co., ar- 
rangements, and W. Eckert, General 
Electric Supply Co., handicaps. 
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1 LOCKING DEVICES 


Y Ni FOR Permanent Installation 





OF APPLIANCES UNDER 
THE TERMS OF 


The Need KX ; Sk. SK. 


Under the provisions of F.H.A. it is necessary 
to have the installation of appliances classify 
as permanent during the period of the loan. 


p 





and The Answer - - - 


FOR REFRIGERATORS, WASHING FOR ELECTRIC RANGES 
MACHINES, IRONERS, AND AND HEATING 
DISHWASHERS EQUIPMENT 





No. 3837 
Strap and 
Hexagon Head 
Screws 








Illustration showing permanent 
attachment with regular Bryant 


Illustration showing permanent 
range receptacle and rubber cord 


attachment with regular Bryant 





No. 3849 receptacle, plate and plug — set, simply by the use of straps, 
Special simply by the use of No. 3848 No. 3837 and No. 3838. Armored 
Screw CLAMP. The cap may be pulled No. 3838 cord sets attach directly to No. 
Driver for electrical disconnection. Strap 3837 strap. 


3 R y A N T Superior ‘Wiring Devicer 
Manufactured by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888 ... MANUFACTURERS OF HEMCO PRODUCTS 
NEW YORK/00 East 42nd Street . . CHICAGO 844 West Adams Street SAN FRANCISCO 149 New Montgomery Street 
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Wholesaler Activities 





H. J. Williams Named as 
Graybar Manager 


Harold J. Williams has been ap- 
pointed merchandising manager of the 
Graybar office at Richmond, succeeding 
M. C. Beckner, whose sudden death left 
the post vacant. Mr. Williams had been 
closely associated with Mr. Beckner for 
years. Both were graduated from the 
Virginia Polytechnic Institute. Mr. 
Williams has been with the Richmond 
Graybar ever since his graduation and 
has been on sales work for the last 10 
years. 

H. B. Bibb, formerly sales manager 
of the Norfolk branch, has joined 
forces with the Richmond office. He has 
been with the company in sales work for 
20 years. Mr. Bibb’s former position at 
Norfolk will be filled by L. C. Burford, 
who has been service supervisor at the 
Norfolk office for the last seven years 
and has been with the company since 
1918. 


v 


Glasco Electric Dines 200 


What is said to be one of the largest 
gatherings of refrigeration retail sales- 
men ever held in Kansas City was the 
meeting and dinner given by the Glasco 
Electric Co., Crosley distributor, Kansas 
City, on May 7, to more than 200 retail 
sales people of dealers handling Crosley 
refrigerators. The dinner was held at 
the Sni-A-Bar Gardens, one of the ex- 
clusive clubs of Kansas City. 

Guests were informed by George 
Hayden, Glasco sales manager, that the 
celebration was in honor of the fact that 
sales of Crosley refrigerators in Kansas 


City at the end of April this year were 
greater than the total sales for the entire 
year of 1934. The occasion also offered 
an opportunity for the sales people to 
secure further ammunition to go on to 
even greater success in the coming 
months. Other speakers were Lee Bird, 
Crosley field service manager, and Don 
Crosby, Crosley district manager. 


v 


George L. Starks Expands 


Expansion of the sales force and en- 
largement of present quarters have re- 
cently been undertaken by George L. 
Starks & Co., Saranac Lake, N. Y. An 
addition to the main building of the 
concern will provide additional display, 
as well as storage space. 

E. R. Taylor will cover the territory 
from Ticonderoga through the Cham- 


plain Valley to Ogdensburg, N. Y. 
©. C. Currier, the second of the new 


arrivals, will take care of Franklin, 
Herkimer, St. Lawrence and Hamilton 
Counties. Vincent C. Callahan, who 
formerly covered some of the electrical 
trade, is now concerned solely with the 
sale of plumbing supplies. 


v 


G.E. Supply Announces 
Managerial Changes 


Important promotions and transfers 
of a number of branch managers have 
been announced by the General Electric 
Supply Corp. 

C. M. Smith has been named as 
branch operating manager at Spring- 
field, Mass. He replaces W. P. Richard- 


son, who has been appointed to the same 
post at the Worcester branch. 

R. M. Johannesen becomes branch 
manager at Charlotte, taking the place 
of R. W. Fishbourne. Mr. Fishbourne 
has been transferred to Raleigh, where 
he will serve as branch operating 
manager. 

E. S. Klosterman is now local sales 
manager of appliances at the Columbus 
branch. 

L. A. Iserman has been appointed 
manager of the specialty appliance de- 
partment at Portland, Ore. 

C. J. Litscher, supply sales manager 
at Grand Rapids, has resigned to enter 
the manufacturers’ agency field. 


Vv 


Westinghouse Agents-Jobbers 
Meet 


Westinghouse distributors held their 
annual meeting at The Homestead, Hot 
Springs, Va., from May 26 to 30. Those 
attending included representatives of the 
Westinghouse Electric & Manufactur- 
ing Co. and its affiliated companies, the 
Westinghouse Electric Supply Co. and 
about 25 independent wholesalers who 
distribute Westinghouse products. 


v 


Graybar Employees Awarded 
Gold Service Buttons 


William M. Marks, power apparatus 
sales engineer at the general department 
of the Graybar Electric Co., has been 
presented with a gold service button 
with the 30-year insignia. Mr. Marks 
was graduated from the Kentucky State 
College with a B.M.E. degree. He 
started in with the Western Electric 
Company at the famous Hawthorne 
works in 1904. He came to the General 
Supply Department at New York in 








Manufacturers Cooperate with the Independent Electric Co. 
latter’s warehouse in 
Held in connection with a Better Homes 


in exhibiting their products in the 


Muskegon, Mich. 


D. C. Damm, Independent Electric Co.; H. J. Fonda, Hart 
& Hegeman Mfg. Co.; G. T. Brown, Incandescent Lamp 
Dept., General Electric Co.; G. E. Martin, Jefferson Electric 





Co.; A. E. Lubeck, Hart & Hegeman Mfg. Co.; L. H. France, 


Show, 14 exhibits drew a record crowd. At the left C. P. 
Damm, president of the Independent Electric Co., is seen 
seated beside C. J. Litscher, formerly of the General Electric 
Supply Co. and now a manufacturers’ agent. Directly behind 
them are: A. S. McCloy, Anaconda Wire & Cable Co.; 


Appleton Electric Co. Top row: Clyde Mitchell, Burgess 
Battery Co.; Earl Leitsch, C. M. Adams, Inc.; K. C. Bonde. 
Hamilton Beach Mfg. Co.; E.A. Anderson, Incandescent Lamp 
Dept., General Electric Co.; R. M. Heasley, Square D. Co. 
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1923 in his present capacity of power 
apparatus sales engineer. 

John A. Delahanty, repair man at 
3oston, is also receiving a 30-year but- 
ton. He came with the Western Elec- 
tric Co. in 1908 and has received a 
liberal education through the many de- 
partments relating to stock and ware- 
housing. He has been repair man for 
the last 13 years. 

. James Roycroft, selector at New 
York, is completing his 25th year of 
continuous service with the company. 

Arthur Fryklund, assistant sales man- 
ager at San Francisco, also completed 
his 25th year of service recently. Mr. 
Fryklund has had an interesting and 
varied career with the company. 

Norman S. Stone, salesman at Cin- 
cinnati, and Herbert H. Hix, sales man- 
ager at Asheville, recently rated 20-year 
service buttons. Mr. Stone started with 
the company in the stock maintenance 
department. 

Herbert Hix began his career at At- 
lanta as service clerk in 1915. In 1919 
he went as salesman to Jacksonville. 
His appointment as sales manager of 
Asheville came in 1926. 


v 


Graybar Moves Thielscher 
to Philadelphia Office 


Karl L. Thielscher has been named 
merchandising manager of the Phila- 
delphia office of the Graybar Electric 
Co. He has been associated with the 
Graybar Electric Co. since 1919, just 
two years after his graduation from 
Dartmouth. 

Mr. Thielscher began his Graybar 
career in the warehouse of the New 
York office and progressed through the 
stages of service and claims clerk to 
salesman. In this capacity he was 
transferred to the Buffalo branch. A 
year and a half later he came back to 
New York as assistant sales manager. 
In 1923 he was appointed manager of 
the Buffalo branch. He remained in 
this position until his appointment, in 
December, 1933, as divisional manager, 
with headquarters at Syracuse. He held 
this position until his recent transfer to 
Philadelphia. 


Vv 


Bell Electric Moves to 
Larger Quarters 


The Bell Electric Co. of Pennsylvania 
has left its old quarters at 610 W. 
Lackawanna Ave., Scranton, for a new 
three-story building at 218 Lackawanna 
Ave. The first floor of the new home 
is being used as a showroom and the 
two upper floors are serving as a ware- 
house. 

Charles Friedman is now serving the 
company in the capacity of vice-presi- 
dent and general manager. Since the 
first of the year, a number of new lines 


of fixtures and materials have been 
taken on by the organization. 


¥ 


Westinghouse Opens New 
Branch in Norfolk 


Walter Johnson, service manager, 
will be in charge of the new branch 
house which the Westinghouse Electric 
Supply Co. has opened at 254 Tazewell 
St., Norfolk, Va. The house will oper- 
ate under the direct supervision of 
William M. Jewell, branch manager at 
Richmond. 

The district office of the company at 
Atlanta, has been moved from 101 Cone 
St., N.W., to 96 Poplar St., N.W. 


v 


Glasco Electric Adds Five 
Men to Staff 


Five men have recently joined forces 
with the Glasco Electric Co., Kansas 
City, Mo., in various capacities. A. A. 
Connor will promote refrigerator sales 
in eastern Kansas and western Mis- 
souri. The city sales department has 
acquired the services of Charles Keck. 
Chet Sampson is working on refriger- 
ator sales and service. Thomas Bren- 
nan is a new member of the warehouse 
staff and S. J. Metzger is taking care of 
city deliveries. 


v 


Larger Fan Stocks 
for Balling Electric 


The fan business of the Balling Elec- 
tric Co., Jackson, Miss., has been de- 
veloping so fast of late that additional 
space has been appropriated for the 
storage of fans and fan parts. 


v 


Automatic Washer Names 
Troy Distributor 


Sales for the Automatic Washer Co. 
in the upper part of New York State 
will now be handled by the H. A. 
McRae Co., Troy. They have been 
appointed, recently, as distributors, ac- 
cording to an announcement by Roscoe 
N. Bradt, sales manager of the Auto- 
matic Washer Co. 


v 


Emerson Radio Advances 
Auto Set Prices 


Emerson Radio and Phonograph 
Corp. has announced the establishment 
of new prices on the basis of the num- 
ber of operating tubes used in their re- 
ceivers. Effective May 10 the Emer- 
son Model 6-A was advanced from 
$39.95 to $44.95 retail. Model 5-A, 
formerly listed at $44.50, was advanced 
to $49.95 retail. 





Mm Ss Carr, 
owner of the Carr Sales Co., Spokane, 
Washington, is one of the larger inde- 
pendent electrical wholesalers of that 


Strong For Fireworks. 


city. The company also embraces the 
Spokane Welders Supply. Mr. Carr had 
the first radio retail store in Spokane, 
which was sold when he entered the 
wholesale field. He no longer handles 
radio, but wholesales electrical supplies, 
welders’ supplies and even a line of fire- 
works. “Long distances to travel and 
small towns make it necessary for us to 
diversify somewhat,” says Carr. 





Federal Reserve Report 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of March: 











| To 

Mar. 1935 with; date 

with 

Federal Reserve| Feb. | Mar. year 
District 1935 | 1934 | ago 
Chicago........ + 9.0) +14.9} +18.1 
Philadelphia....| +27 | +25 | +19. 
San Francisco...| +16.5) +29.1) +28.6 
a eee +25.8) +29.7| + 8.0 
Atlanta.........| +28.2| +46.6| +26.9 





Personals 





C. A. Fausion of Corpus Christi, 
Tex., has joined the sales staff of the 
Southern Electric Supply Co., Hous- 
ton. He will cover Corpus Christi and 
the Rio Grande Valley territory for the 
firm. 


I. Jostyn and GEorRGE STURMAN are 
two recent additions to the payroll of 
Peerless Electric Co., Minneapolis. Mr. 
Joslyn, formerly with a LaCrosse, Wis., 
dealer, sells all lines in the country ter- 
ritory, while Mr. Sturman remains in- 
side as a price clerk. 


Joe WestGarD contacts local indus- 
trials for Lax Electric Co., St. Paul. 
Before joining the Lax organization, 
Joe was with Graybar of that city. 

B. A. Gorpon and S. W. MICHIGAN 
are new salesmen with the L. R. Klose 
Electric Co., Kalamazoo. 
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Obituary 


Allen C. Cornell 


Allen C. Cornell, associated with the 
Denver office of the Graybar Electric 
Co. since 1917 and until recently its 
manager, suffered a heart attack and 
died suddenly while on an outing at Elk 
Creek Falls, Colo., on April 21. 

“Al” Cornell was born in Rochester, 
N. Y., on July 13, 1883. He attended 





Allen C. Cornell 


New York University and took a special 
course in electrical engineering at the 
University of Washington in St. Louis. 
On October 7, 1905, he started to work 
for the Western Electric Co. in St. 
Louis, getting valuable experience in 
practically all departments of the busi- 
ness. He was transferred to Denver 
as sales manager of the Western Elec- 
tric branch on August 1, 1917. In 
July, 1921, he was made manager of the 
Western Electric supply department in 
Denver, and in 1926 when the name of 
the business was changed to Graybar 
he continued as manager and has occu- 
pied that position ever since. Recently, 
because of illness, Mr. Cornell was 
granted a leave of absence in order that 
he might have an opportunity to regain 
his health. He went back into the moun- 
tains, where at Elk Creek he had a cot- 
tage, and it was there that his family 
had joined him on Sunday for a picnic 
and where he was fatally stricken. 


v 


M. C. Beckner 


M. C. Beckner, merchandising man- 
ager of the Richmond, Va., office of the 
Graybar Electric Co., died recently after 
a short illness. Mr. Beckner was born 
in Roanoke, Va., in 1894. He was 
graduated in 1915 and received his B. S. 


and E.E. degrees from the Virginia 
Polytechnic Institute. After a year 
with the American Locomotive Co. in 
Richmond he signed up for the students’ 
course at the Western Electric Co. in 
Richmond and then went on with a six 
months’ training at the Hawthorne 
works in Chicago. 

Soon after his transfer back to Rich- 
mond he left to join the army as lieu- 
tenant of field artillery, in which he 
served during the World War. After 
the armistice he returned to Richmond 
as a Western Electric salesman, and in 
1920 was put in charge of the Norfolk 
branch. In 1924, he was promoted to 
power apparatus and lighting specialist 
at the main office in Richmond. In 
1926, he was made manager of the 
Charlotte branch and later became mer- 
chandising manager of the Richmond 
Graybar office, the position he held at 
the time of his death. 


Vv 


A. W. Hughes 


A. W. Hughes, partner and one of 
the organizers of the firm of Turtle and 
Hughes, electrical wholesalers, with 
offices at 6-8 Varick St., New York 
City, died on May 8 from injuries re- 
ceived in an automobile accident. Born 
in Ireland, May 23, 1891, Mr. Hughes 
came to the United States when he was 
15 years old. Except for a period of a 
few months early in his career, all of 
his business activities have been con- 
fined to the wholesaling of electrical 
supplies. He was a naturalized citizen. 

At the age of 16, he joined the staff 
of a New York City wholesaler and 
dealer of electrical equipment, serving 
in various capacities until, in 1922, he 
left with Mr. Turtle to found the firm 
which bears his name. Except for a 
period of service in an aviation unit 
during the war, he had been success- 
fully engaged since that time in building 
up the business of the organization. He 
devoted considerable time to association 
and other activities concerned with the 
welfare of the electrical industry. 


7 


Walter H. Hutchinson 


Walter Henry Hutchinson, one of 
Graybar’s best known New York sales- 
men, died suddenly on April 14. Mr. 
Hutchinson was born on March 21, 
1891. He was educated in the grammar 
schools of New York and at Pratt In- 
stitute and Brown’s Business School in 
Brooklyn. His first job was with the 
Title Guarantee & Trust Co., where he 
was employed for eight years. He then 
went with the Brooklyn Edison Co. as 
a salesmen, then to L. K. Comstock of 
New York, as a sales engineer; and 
later took up sales work with the Argus 
Manufacturing Co. of Cleveland. 


In February, 1922, Mr. Hutchinson 
cast his lot with the New York office of 
the Western Electric Co. as a supply 
salesman. By 1926, when the Western 
Electric supply department became the 
Graybar Electric Co., he was a city 
salesman, handling important large ac- 
counts. 

“Hutch,” as he was known through- 
out the electrical fraternity in New 
York, was an outstanding salesman and, 
at the time of his death, was leading the 
entire country in a special lamp cam- 
paign the Graybar company is conduct- 
ing. His outside interest was in Demo- 
cratic political circles in Brooklyn, in 
which he took an active part. 


4 


New Cooperative Advertising 
for IES Portables 


A cooperative advertising campaign, 
designed to stimulate the sale of new 
portable lamps carrying approval tags of 
the Illuminating Engineering Society, 
has been announced by the incandescent 
lamp department of General Electric Co. 
and the Westinghouse Lamp Co. 

The advertisements will feature such 
new floor, table, and other types of port- 
able lamps introduced by participating 
lamp manufacturers as méet with the 
IES engineering specifications. 

The Mazda lamp manufacturers will 
underwrite the campaign, and expend 
during the remainder of the calendar 
year 1935 an anticipated sum of approxi- 
mately $100,000. The cooperating port- 
able lamp manufacturers will pay into 
a common fund for each IES tag pur- 
chased from the Electrical Testing 
Laboratories—this fund to be matched 
dollar for dollar by the lamp manufac- 
turers up to the maximum indicated. 

Advertising will feature the tag and 
will contain selling copy to promote this 
market. Advertisements will carry a 
coupon and inquiries received from pros- 
pective customers will be answered with 
a pamphlet carrying the same signature 
as the advertisement from which the in- 
quiry originated. Copies of this pamph- 
let will be made available at a reasonable 
price per hundred. 

It is further planned to spend a portion 
of the money in trade publications to 
identify to the customers and prospec- 
tive customers of the portable lamp 
manufacturers those who are cooperat- 
ing in this activity. 

Salesmen of the manufacturers will be 
supplied with advertising suggestions 
(both art work and copy) which they 
can leave with their customers as well as 
suggestions for display cards which can 
be made up locally. 

The cooperative advertising will begin 
with the semi-annual lamp show to be 
held at the Hotel New Yorker, in New 
York City, from July 22-26, with the 
bulk of it appearing during the last four 
months of the year. General magazines 
and trade papers will be employed. 
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2925 ELECTRICAL WHOLESALERS 
WILL MAKE MONEY THIS MONTH 


on SERV-U-FONES 


And in a new field that has heretofore been beyond the reach of the electrical mer- 
chandising man! 


Unlike so many other new items of electrical merchandise, Serv-U-Fones do not displace 
an existing market. They represent opportunities for new and additional business for 
the alert wholesaler. This is why Serv-U-Fones have achieved such marked success in 





AMERICAN 


the few months since they were first introduced, and why so many wholesalers, having 
exhausted their initial stocks, are now ordering ‘‘repeats.’” 


Before Serv-U-Fones were developed, private telephones had to be assembled into sys- 
tems by specialists, sold by technicians, and installed by telephone experts. Today, 
Serv-U-Fone systems offer all of the essential features of more complicated and expen- 
sive systems, but are so designed and packaged that they may be easily understood by 
your salesmen and your dealers, and installed by anyone. 


And the market? Wherever people need to talk together—in business, in the home, 
in the factory, in the office, in the store, anywhere. 


Serv-U-Fones aré available in systems of two to eight stations, and are 
priced (for complete systems) from $10.00 up. Full information and 
discount schedules on application. 


AUTOMATIC ELECTRIC SALES COMPANY 


1033 WEST VAN BUREN STREET CHICAGO 
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Manufacturers’ News 





G. E. Launches Home Service 
at Nela Park Institute 


In line with the increased interest in 
home construction and modernization, 
and in order to render a service to archi- 
tects and home builders, which will in- 
sure proper installation and arrange- 
ment of electrical servants, leading to 
maximum convenience and satisfaction 
for home owners, a service for archi- 
tects, consulting engineers, and home 
builders has been organized as a part 
of the General Electric Institute at Nela 
Park, Cleveland. The new service will 
be under the supervision of C. M. Sny- 
der, according. to an announcement by 
T. K. Quinn, vice-president of the com- 
pany. 


Vv 


Wilson Lighting Expands 
Into New Fields 


Two new companies, associated with 
Wilson Lighting, Inc., Chicago, are 
being formed to cover different branches 
of the lighting field. 

The Mogul Floodlight Manufactur- 
ing Co. will manufacture a complete 
line of porcelain enameled floodlights 
and island lights of the large open type 
for illuminating gasoline filling stations 
and similar locations. It will produce 
many new and exclusive designs. 

The Wilson Electrical Products Co. 
will manufacture under important 


patents it holds on industrial light- 
ing equipment. Other manufacturers 
will also be licensed under these patents, 
which represent developments that have 
been in process of experimentation over 
a period of five years. 

The management of Wilson Lighting, 
Inc., will be in charge of the new com- 
panies and the same general methods 
which have guided the present company 
will be continued on an enlarged scale. 
Wilson Lighting, Inc., recently moved 
into much larger factory quarters as a 
part of the current expansion program. 


v 


Okonite Promotes Underhill 


J. D. Underhill, formerly sales man- 
ager of the Okonite Callender Co. and 
the Hazard Insulated Wire Works, has 
been named as a vice-president of the 
organization. He is making his head- 
quarters at 501 Fifth Ave., New York 
City. 

Vv 


Westinghouse Elects 
Lyons Treasurer 


L. W. Lyons, widely known in the 
industrial world, was recently elected 
treasurer of the Westinghouse Electric 
& Manufacturing Co., succeeding former 
treasurer Herman F. Baetz, who is re- 
tiring from active duty. 








They’re Off. 


The radio sales organization of Listenwalter & Gough embarking 


at Los Angeles last month to join the Philco cruise to Jamaica. With a 50 per cent 
increase in radio sales to their credit the trip was in the nature of a well-earned 


vacation. 


tioners, is Phil Gough, president of the company. 


Standing on the train steps to the right, happily appraising the vaca- 


The man on the steps to the 


left is Harold Dishon, Philco factory representative for the Pacific Coast division. 


Looking from left to right among the standees are: 


Hugh Latimer, R. Starrett, 


Gay Underwood, Philco factory representative; Jimmy Kerwin, R. A. Stewart, 
Earl Goodman, Lenny Kent, Lou Gruner, sales manager; Glen Barr, service 


manager. 


3ert Fredericks and Homer Wiseman are taking life easy down front. 


Joining Westinghouse in 1904, Mr. 
Lyons has continuously been a member 
of the credit department and for many 
years prior to his election as treasurer 
served as manager of this important de- 
partment. He has also held: the posi- 
tions of assistant secretary and assistant 
treasurer. His career has been that of 
a specialist in credit problems and ac- 
counting procedure of a nature en- 
countered in a large corporation doing 
business internationally. 


Vv 


Bright Light Reflector 
Takes New Quarters 


Doubling the floor space of their 
former home, the Bright Light Re- 
flector Co., manufacturers of commer- 
cial and industrial reflectors and flood- 
lights, have taken new quarters at 
Metropolitan and Morgan Aves., Brook- 
lyn, N. Y. The move to the new loca- 
tion, which was necessitated by in- 
creased business, will provide a floor 
space of over 38,000 sq.ft. 


v 


American Insulated Wire 
Moves to New Plant 


The American Insulated Wire Corp. 
has moved to a new plant located at 
610 Manton Ave., Providence, R. I. 
The new location will provide a con- 
siderable increase in floor space. The 
company will shortly announce some 
new types of wires as additions to its 
line. 


7 


C. A. Reeves Joins Staff 
of Railley Corp. 


C. A. Reeves, known to the electrical 
industry as “Hank,” for 11 years with 
the Atlantic incandescent lamp division 
of the General Electric Co., New York 
City, has joined the New York office of 
the Railley Corp. He will be identified 
with the promotional department. 

Mr. Reeves started his career in the 
Edison Lamp Works of General Elec- 
tric at Harrison, studying the business 
in both its engineering and commercial 
phases, and was later shifted to the New 
York office, where he specialized on 
working with syndicates for business 
development. 

Vv 


National Union Moves 
New York Offices 


The New York City headquarters of 
the National Union Radio Corp. has 
been moved to 570 Lexington Ave. The 
new home provides greater space than 
the office at 400 Madison Ave., which 
they had occupied since 1929. 


pe SSRN ai a 
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NOW MAKE REAL 
an vl 


4, SELL RELIEF 
FROM HEAT 


With American Blower Products 







Home Conditioners 
Ventura Ventilating Fans 


“ Sirocco Blowers and Exhausters 


INEXPENSIVE AIR CONDITIONING 





SHOW YOU ae 


4 Can ttn le Zep 
” “Og 
% i 







Send for these 


FREE SALES 
PLANS 









mn AMERICAN BLOWER CORPORATION, 6000 Russell Street, Detroit, Mich. 
Please send free copy of your Sales Plans to: 
a Name__ Firm Name 
Address- 
City oe : State ___ (1326 
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A Section Devoted to Manufacturers’ Descriptions of Their Products 











Window Ventilating Fan 


Equipped with a 10 inch silent blade 
that displaces 530 cubic feet of air per 
minute, this line of window-type venti- 
lating fans is offered in two designs. 
There is an adjustable type for windows 
from 24 to 37 inches and a built-in type 
for permanent installation. Both types 
are supplied with either an a.c. or d.c. 
motor. Installation of the fan in the 
upper inside sash permits the raising 
and lowering of the upper window when 
the shutters are closed. The motor and 
frame are finished in French gray and 
the fan blade is of polished aluminum. 
The shutters are opened by the pull of 
a cord and the same cord controls a 
switch that operates the motor. Signal 
Electric Mfg. Co., Menominee, Mich.— 
Electrical Wholesaling, June, 1935. 


Table Model Radio 


Built into a 16 inch cabinet of hand- 
rubbed walnut, this  six-tube  super- 
heterodyne covers broadcast bands from 
19 to 53 meters and from 170 to 555 
meters. This a.c. set is designed to 
receive all standard and American broad- 
cast stations; all important American and 
foreign short wave stations and police 
calls. Automatic volume control, tone 
control, and a dynamic speaker are in- 
corporated in the set. It is equipped 
with an aeroplane type dial with “Duo- 
lite” band switching circuit. The design 
includes a “signal filter” which clarifies 
the programs. A _ phonograph pick-up 
jack is included with the set. This model, 





known as Number 34, is also available 
for 220 volts. Emerson Radio and 
Phonograph Corp., 111 Eighth Ave., 
New York City.—Electrical Wholesaling, 
June, 1935. 


What's New 


Iceless Freezer 


With motor-driven paddles which stir 
the mixture constantly while it is freez- 
ing, this iceless freezer makes  old- 
fashioned ice creams, sherbets and frozen 
ices in mechanical refrigerators. The 
freezer is inserted in the ice cube tray 
compartment. It has a flat cord which 
permits the refrigerator door to be closed 
without injury to either cord or door 
gasket. The motor automatically stops 
after about an hour’s time when the 
mixture is frozen sufficiently. The motor 
is then removed along with the paddles 
and an extra lid put on the container. 
The ice cream may be served or the 
container can be put back in the ice cube 
compartment where the ice cream will 





keep indefinitely. The container is easily 
cleaned as it is separable from the motor. 
Hamilton Beach Co., Racine, Wis.— 
Electrical Wholesaling, June, 1935. 


Three-Light Lamp 


Providing three different levels of 
illumination, this inside-frosted lamp is 
designed primarily for the IES “better- 
sight” type of portable for study and 
reading. The new lamp contains two 
filaments, a 50-watt and a 100-watt, each 
of which may be burned individually or 
in combination with the other. 

The new lamp answers the need for 
a higher level of illumination for numer- 
ous difficult eye tasks than is provided 
by present “better-sight” portables using 
100-watt lamps. At the same time, it 
provides a lower level of lighting that 
may be used when thé family is either 
not at home or when eyes are not en- 
gaged in prolonged or difficult work. 

It is equipped with a mogul, 3-contact 
base and has a designed life of 1000 
hours total under average conditions of 


usage. It lists at 80 cents. General 
Electric Co., Nela Park, Cleveland, Ohio. 
—Electrical Wholesaling, June, 1935. 





Toaster Service 


Finished in lustrous, non-tarnishing 
chromium with serviceable, bakelite 
trimmings of contrasting black, this 
“Patrician” toaster service is small and 
compact. The toaster, itself, is of the 
tip and turn type with all-metal doors. 
An efficient mica-wound heating element 
toasts bread evenly and quickly. The 
tray, with dimensions of 184 x 8 inches, 
is ideal for all serving. The crystal glass 
marmalade or jam dish has two com- 
partments and may be placed in the re- 
frigerator when not in use. The “serv- 
ice’ follows the Harmony pattern, one 
of the manufacturer’s most popular de- 
signs. Manning, Bowman & Co., Meri- 
rn Conn.—Electrical Wholesaling, June, 


All-Wave Aerial System 


Designed for all-wave reception, this 
doublet antenna system is virtually noise- 
less. The unit is pre-assembled, both 
arms of the aerial being securely soldered 
to the doublet lead-in at the triangular 
transposition block. Insulators are at- 
tached and corrected lengths are pro- 
vided to give the most efficient service 
with the variable, all-wave, receiver 
antenna coupler which is included with 
the set. The coupler provides a tune- 
able doublet antenna system with high 
efficiency and effective noise elimination. 
The system is provided in an attractive 





display carton. It is also furnished in 
a kit for those who prefer to make the 
complete assembly themselves. Belden 
Mfg. Co., 4689 W. Van Buren St., Chi- 
came {11—Electrical Wholesaling, June, 
1935. 
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eae ELECTRICAL SIGNALING APPARATUS 


“THE MUSICAL ELECTRIC BELL”’ 


FARADAY 
CHIME CALLS 











Cat. No. 1550 


METAL COUNTER 
DEMONSTRATION DISPLAY 


Complete with Transformer, 
Push-button, Cord and Plug. 





Cat. No. 1500 


LIST PRICE $1.95 


FARADAY CHIME CALLS are designed for use wherever a signal of pleasing, musical tone is 
desired. The line is the most complete on the market—retailing for as little as $1.95 and from 
there on up to $30.00. 


We suggest the use of Chime Calls in place of bells or buzzers for the following:— 


Call-signals from front or rear doors Signals for Doctors’ and Dentists’ Offices 
Maid’s Call Signals for Schoolrooms 
Dinner Call 


han ol : . Call-Signals for Beauty-Parlors 
ff Is f ll hers, 
. ae en one ane aaa namie emmanes Coded-paging-signals for use with Automatic 


Signals for Hospitals and Sanitariums Paging Transmitters 
Apartment-House Telephones Telephone Signals in Private Offices 


SEND FOR BULLETIN 65-A 


STANLEY & PATTERSON, inc. 


iSO VARICK ST. NEW YORK,U.S.A. 
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Fan Lighting Unit 


Lighting and air cooling are combined 
in this line of fixtures and fans. The 
combination units are furnished in a wide 
variety of styles to suit every type of 
installation. The fans employ a new 
principle in design and circulate air 
evenly over a wide area. The combina- 
tion unit illustrated here has a white ala- 
baster glass bowl with a metal laurel leaf 
design in relief. The fan is empire gold. 
A white stem and canopy completes the 
ensemble. During the winter months, the 





fan blades may be removed and an at- 
tractive cover put in its place, giving the 
unit the appearance of a lighting fixture 
only. Edwin F. Guth Co., St. Louis, Mo. 
—Electrical Wholesaling, June, 1935. 


Everdur Boxes 


Designed especially for installation in 
all places where boxes and conduit must 
be replaced from time to time, this entire 
line of switch and outlet boxes, made of 
the new Everdur metal, are corrosion- 
proof. Protected by this new copper-rich 
alloy, these boxes will successfully with- 
stand exposure to chemicals, smoky at- 
mospheres or the elements. Allied Metal 





Stamping Co., 1475 S. Sixth St., Camden, 
N. J.—Electrical Wholesaling, June, 1935. 


Sign Transformer 


Adapted to installation in either sus- 
pended or standing position, this luminous 
tube sign transformer meets all indoor 
installation requirements. Either  elec- 
trode housings or cable leads may be 
employed as the porcelain secondary 
bushings will accommodate either elec- 
trodes or cables without change. When 
cables are used, they are anchored se- 
curely with clamps of advanced design. 
No splicing is ever required. Any type 
of service connection can also be used: 


rigid or flexible conduit, armored cable, 
or cord and plug. The transformer is 





supplied either with or without pull-chain 


switch as desired. Porcelain bushings 
are adjustable for variation in electrode 
centers, and glass tubes or metal shields 
can be used over high tension cables. 
The new Series 728 is modern both in 
design and finish. The case is six-sided 
and finished in black, crackled art lacquer. 
The case is closed by chromium end 
plates, also of modern design. End plates 
are removable by one screw leaving the 
wiring compartments wide open for 
speedy work. Jefferson Electric Co., 
Bellwood, Ill. — Electrical Wholesaling, 
June, 1935, 


Display Turntable 


Equipped with a ball thrust to take 
the load, this display turntable is designed 
so that an auxiliary platform or display 
may be attached to the revolving top and 
any type of display built around it to 
suit the individual requirement. Type 





269 will handle a balanced load of 50 
pounds while Type 275 will take care of 
a load of 150 pounds. Both are furnished 
with a.c., d.c. or universal motor. <A 
fibre collar is standard with Type 269. 
Type 275 is in all cast iron skeleton 
design. Speedway Mfg. Co., 1834 S. 
52nd Ave., Cicero, Ill.—Electrical Whole- 
saling, June, 1935. 


Everdur Fittings 


This rectangular Unilet and similar 
fittings in both threaded and no-thread 
styles are now available for use with 
Everdur conduit. This new alloy, com- 
posed of copper, silicon and other ele- 
ments, is corrosion-proof. The Unilet 
illustrated has hexagon nuts and also 
round split, curved rings which drop 
into position and are tightened securely 
to the tubing, making a very rigid con- 
nection. The same features are used in 
the entire Unilet line of couplings and 
connectors designed for Everdur conduit 
by this manufacturer. Appleton Electric 
Co., 1701 Wellington Ave., Chicago, IIl. 
—Electrical Wholesaling, June, 1935. 





Motion Color Spotlights 


Constructed with a black wrinkle finish 
which will withstand intense heat, this 
line of motion color spotlights are in- 
tended for use in illuminating displays, 
show windows, summer dance halls and 
small taverns. The projectors are made 
of heavy metal, well ventilated. Six 
rainbow filters made of heat-resisting 
glass, mounted on a revolving wheel in- 
side the projector and operated by a 
Telechron synchronous motor, furnish a 
constantly changing flood of light. <A 





highly polished chromium reflector in the 
back of the projector gives added in- 
tensity to the color lighting. Known as 
the Rainbo, these spotlights employ a 
250-watt or 400 watt type G-30 lamp or 
a T-500 watt projector bulb. An adjust- 
able screw regulates the size of the light 
beam. An adjustable bracket permits 
mounting in any position, making these 
units suitable for indoor or outdoor dis- 
play. GoldE Mfg. Co., 2009 LeMoyne 
St., Chicago, Ill.—Electrical Wholesaling, 
June, 1935. 


Switched Fuse Cabinets 


Furnished in 4, 8 and 12 circuits, single 
phase, and 8 and 12 circuits, 3 phase, 





4 wire, this line of switched fuse cabi- 
nets termed “switch-centers” features 
simplicity of design and time-saving in 
installation. Toggle switches are 30- 
ampere capacity of the manufacturer’s 
new NID type. They incorporate float- 
ing contacts, frictionless, snap-action 
mechanism and unbreakable handles of 
cadmium-plated steel. The switches are 
removable from the panel without re- 
moving the cabinet front. The plug-fuse 
circuits also incorporate patented, quick- 
wiring connectors, which save consider- 
able installation time. BullDog Electric 
Products Co., 7610 Jos. Campau Ave., 
Detroit, Mich. — Electrical Wholesaling, 
June, 1935. 
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Blown Fuse Detector 


Consisting of a tiny neon lamp and 
casing, these Ded-Fuse Tattelites are de- 
signed to tell instantly when and where 
a fuse is blown. The lamp bulb, itself, 





Te 


TATTEL 





CED-FUSE 





OED-FUSE 
TATTEVITE 


com 


bs 


is only the size of a pencil tip, one inch 
long. They connect directly in parallel 
with the fuse and draw no current until 
the fuse has blown. They are adapted 
for use on any size cartridge fuse and 
even plug fuses, since they measure only 
12 inches long overall with a Ys inch 
maximum diameter and have six inch 
connecting leads. They are designed for 
circuits of 100 to 550 volts a.c. or dc. 
A protective resistance is built in. They 
may also be used for indicating open cir- 
cuits, switches, relays, etc. Littlefuse 
Laboratories, 1772 Wilson Ave., Chicago, 
Ill.—Electrical Wholesaling, June, 1935. 


Tumbler Motor Starters 


With heater units which are _ inter- 
changeable, this line of small, tumbler- 





type motor starters provide protection 
for small motors up to 1 hp., 230 volts, 
a.c. The ampere rating of the heater is 
indicated on the front of the switch 
base. The Trumbull Electric Mfg. Co., 
Plainville, Conn. — Electrical Wholesal- 
ing, June, 1935. 


Compressor Motor 


Designed primarily for the spraying 
~ paint, this combination motor and 
compressor weighs but 3% pounds. The 
unit is easily adapted to any small device 
requiring a light portable compressor. 





The air-cooled motor has a 1s hp. rating 
and is of the universal type, operating 
on either 25 to 60 cycle alternating cur- 
rent or direct current. The compressor 
part of the unit develops a dead end 
pressure of 20 pounds, while a check on 


the air velocity of the motors shows it 
to be 650 feet a minute at the 2 inch 
discharge vent. The unit may also be 
employed on sprayers of insecticides and 
lacquers. The Dumore Co., Racine, Wis. 
—Electrical Wholesaling, June, 1935. 


Voltage Adjuster 


Developed to meet the need for an 
inexpensive regulating device where 
voltage-regulating requirements are not 
too exacting, this automatic generator- 
voltage adjuster, known as type G-4 is 
for use with small a.c. generators, syn- 
chronous motors, synchronous condensers 
and d.c. generators. It consists of a 
voltage-sensitive element of the movable- 
core solenoid type which directly operates, 





through levers, a wide-range, quick-acting 
rheostat. The rheostat is connected in 
the exciter (or d.c. generator) shunt 
field circuit. General Electric Co., 
Schenectady, N. Y.— Electrical Whole- 
saling, June, 1935. 


All-Purpose IES Lamp 


Employing the IES certified 10” glass 
reflector, this all-purpose unit furnishes 
two levels and three stages of light for 











residence or commercial use. Effective 
indirect lighting is combined with strong, 
well-diffused downward light. It is de- 
signed for 100, 200 or 300 watt lamps. 
The shade is of metal, painted white on 
the inner surface. It is wired with two- 
circuit loop switch. The unit bears the 
number 1,600. Gruber Brothers, 72-78 
Spring St.. New York City—Electrical 
Wholesaling, June, 1935. 

















PROFITS 
FOR YOU 


SATISFACTION FOR 
YOUR CUSTOMERS 


When you sell them 





No. 300 “‘Latrobe” 
Midget Floor Receptacle 
and Box 


The only non-watertight floor 
receptacle and box on the mar- 
ket approved by the Under- 
writers laboratories for installa- 
tion in wood floors. 





No. 252-R Two Gang Box 


Two gang Adjustable Floor Box 
with No. 208 Receptacle in one 
section. One cover plate with 
VY” Flush Brass Plug and the 
other cover plate with 2” Flush 
Brass Plug. 





Send for Catalog No. 250 


FULLMAN 
MFG. CO. 


LATROBE PA. 


MANUFACTURERS OF QUALITY 
FLOOR BOXES AND SPECIALTIES 
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THERE IS A WIREMOLD ZONE OF USEFULNESS AND 
PROFIT IN EVERY FIELD OF WIRING PRACTICE/ 


ratecavereveretecavoraverevers etecatecereteceteteretecerstoceretersrocersveretets- agi oN 











Another WIREMOLD answer 


to the problem of 
LUMILINE 


LIGHTING 


























WIREMOLD LIGHTING STRIP A 


No. 1127A CATALOGUE NO. 1100-B No. 1127A 


CATALOGUE NO. 1100-C 








Slick?’ 


1s the word for 1tt— 
according to a lighting engineer 


“Simply wire No. 1127A receptacles at proper distance apart 
and lay in channel No. 1100B. Turn two screws (with 
lugs) to lock each device into position. Then cut Snap-on Cap 
No. 1100C into lengths to fit spaces between devices, snap into 
position and job is done!”’ 








WIREMOLD DUPLEX 
LUMILINE LAMP- 
HOLDER BASE. 
CATALOGUE NO. 


WIREMOLD DUPLEX 
CAPPING OF wal LIGHTING at LAMP- 


OLDER BASE. 
CATALOGUE NO. 1100-C CATALOGUE NO. 


1127-A. y 1127-A. ¥ 





CHANNEL OF WIREMOLD LIGHTING STRIP 
CATALOGUE NO. 1100-B 








Send for special circulars showing how Wiremold 
simplifies Lumiline Lamp installations. 





THE WIREMOLD COMPANY, Hartford, Conn. 

















In Need of Support after a hard round 
on the links. David Dobkin, of the 
Dobkin Electrical Supply Co., Chicago 
(in white), takes a rest at the expense 
of H. D. Roseth, of the Co-op Electric 
Supply Co., Chicago. The photographer 
caught them at the Lake Michigan 
wholesalers’ gathering at French Lick, 
Indiana. 





RCA Net Profits Jump 
31% for Quarter 


Consolidated gross income from 
operations of the Radio Corporation of 
America for the first quarter of 1935 
amounted to $21,265,789, compared with 
gross income during the first quarter of 
the preceding year of $19,133,919. This 
represents an advance of $2,131,870, or 
an increase of approximately 11 per 
cent over the corresponding quarter of 
1934. 

Net profit for the first quarter of 
1935, after all deductions, amounted to 
$1,618,025, compared with a profit of 
$1,235,725 for the same quarter last 
year, or an increase of approximately 
31 per cent. 


v 
Ames Joins Rawlplug 


Harry O. Ames, formerly with the 
Crane Co., has joined the sales force 
of the Rawlplug Co. Mr. Ames will 
have charge of the Oklahoma territory 
and will be located at 1028 N.W. 12th 
St., Oklahoma City. 


v 
New Wolverine Agent 


Robert C. Montgomery, 3708 Yosemite 
Ave., Baltimore, has been appointed as 
sales representative for the Wolverine 
Tube Co., Detroit, in Maryland, Vir- 
ginia and the District of Columbia. 


v 
Sampson Lee Joins Hazard 


Sampson Lee has become associated 
with the sales department of the Hazard 
Insulated Wire Works. He is attached 
to the New York office. 
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Trade Bulletins 


TRUMBULL Etectric MrFc. Co., 
Plainville, Conn.— Revised complete 
price list and index, No. 7, includes new 
material listings, supplementary to cata- 
log No. 16 and ready reference (RR) 
catalog No. 16A. 

STANDARD ELEctrIc STOvE Co., To- 
ledo, Ohio.—Catalog No. 35 covering 
the complete line of Standard electric 
ranges and electrically heated products. 
Completely illustrated and including 
available sales promotion and advertis- 
ing helps. 32 pages and cover. 

STANLEY AND PATTERSON, 150 Varick 
St., New York City.—Bulletin No. 65 
covering Faraday chime calls and resi- 
dence call panels. Illustrations and de- 
scriptions for all items. 

GENERAL Etectric Co., Schenectady, 
N. Y.—A booklet including six sunlamp 
talks designed for distributor and dealer 
salesmen. They are designed for parent- 
teacher associations, women’s clubs, ser- 
vice clubs, radio continuities and simi- 
lar uses. They range in speaking time 
from five minutes to 11 minutes. 

Epwin F. Gutu Co., St. Louis, Mo. 
—Catalog No. 6 containing illustrations, 
specifications and prices of the Guthfan 





line. Includes data on fans and combi- 
nation fan and lighting units. 16 pages 
and cover. 


WILLIAM Herst Co., 822 W. Jackson 
Boulevard, Chicago, IIl—A 16 page 
catalog (B) featuring illustrations and 
technical data on the company’s line of 
electrical specialties, including cord sets, 
switch plates, outlets, etc. 

Epison GENERAL ELECTRIC APPLI- 
ANCE Co., Chicago, Ill—A 20 page 
booklet called “The Turning Point” 
outlining the advertising, promotional 
and educational activities for 1935 on 
the Hotpoint range. 

Bricut Star BAtTTery Co., Clifton, 
N. J.—A general catalog illustrating 
and describing a line of flashlights, 
flashlight batteries, radio batteries and 
dry cells. Available display units are 
also featured. 








Each a Specialist. In a section of the 
fixture display room of Ensign Electric 
Supply Co., Minneapolis, stand two of 
the firm’s salesmen. Henry Espen 
handles supply lines, while Gordon L. 
Bear is manager of the fixture depart- 
ment and does plenty of first-class sell- 
ing. 
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COLT NOARK 

Safety, Su ite I 
75 Volt 


They Must Be RIGH 7! 


When you sell a Colt-Noark Safety Switch — you furnish your customer 
with a product that has back of it the experience, the ability and the 
integrity of a world-famous organization— whose high standards of 
quality have been recognized for nigh onto a century. Colt-Noark Safety 
Switches assure your customer of stand-out efficiency, because they are 


built and backed by a 99%2-year-old 
organization. 


rugged from end to end — built for heavy 
service. 





a step ahead of the field in mechanical design and 
safety features. 


they have the quality you would expect in a Colt 
product. 





by all means specify the 
They are rugged. safe, 


For rough, continuous and exceptionally severe service, 
Heavy Duty. Full Safety. Type A Colt-Noark Switches. 
dependable beyond comparison. For general all around industrial use, where 
service is exacting, and where continuous operation is the order of the day. the 
new Colt-Noark Industrial Type C Enclosed Switches are in a class by themselves. 
Built for long and efficient operation. Both Type A and Type C models carry 
standard H. P. rating for motor circuit switches. Light Duty Type D Colt-Noark 
Switches are well made and especially adapted for lighting and disconnect 
service or for small motor installations not exceeding 2 H. P. 


These models are all described in detail in the new Colt-Noark Catalog 58-4 —and also 
the complete line of Noark Meter Service and Entrance Switches. Send for your copy today. 


ELECTRICAL DIVISION 
COLT’S PATENT FIRE ARMS MFG. CO., HARTFORD, CONN. 


BOSTON CHICAGO NEW YORK PHILADELPHIA 
Pacific Coast Representative, H. B. Squires Company 


COLT-NOARK 








SWITCHES - MOTOR STARTERS - FUSES 
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Invaluable to Manufacturers’ 
Sales Managers 
and their Salesmen 





NEW 1935 DIRECTORY 
OF 
ELECTRICAL WHOLESALERS 


(Every Name Verified) 
132 New Listings, 32 Deletions, 825 Revisions 





Contains the following information 
on 1,088 wholesaling establishments 


1. Firm name 

2. Address 

3. Branch and affiliated houses 

4. Memberships in National and Local Asso- 
ciations of Electrical Wholesalers 

5. Names of officers and department managers 

6. Territory covered 


7. Number of salesmen—city, country and 
counter 
8. Floor space occupied 
9. Size of inventory 
10. Lines handled (supplies, appliances, radio, 
lighting fixtures) 











Substantially bound in handsome leatherette cover 


Single Copies $15. 


Liberal Discounts on all orders for more than one copy 


Order from 


The Electrical Trade Publishing Co. 
330 West 42d St. New York City 

















In His New Office, and probably at a 
new desk, sits M. C. Taradash, president, 
Hyland Electrical Supply Co., Chicago. 
On the table at the rear can be seen a 
picture of the young Mr. Taradash, who 
might be in the wholesaling business 
himself some day. 





Co.t’s PATENT Fire ArMs Mre., Co., 
Hartford, Conn.—Complete schedule of 
list prices of Colt-Noark products cor- 
rected to April 1. 

DieuHL Mee. Co., Elizabethport, N. J. 
—Simplified price list and catalog cov- 
ering electric motors, generators and 
ventilating equipment. Complete speci- 
fications and illustrations of the line. 
Listed as Catalog No. 35. 

Dante Evectric Mrc. Co., Bantam, 
Conn.—A new trade price sheet cover- 
ing a complete line of terminals, solder- 
ing lugs, fuse clips and connectors. 
Illustrated and known as No. 36-1. 

NATIONAL ELEcTRIC Propucts Corp., 
Pittsburgh, Pa.—A 90-page booklet, en- 
titled “A Handbook For The Man On 
The Job.” Illustrates many shortcuts in 
making installations in surface and ex- 
tension wiring. Profusely illustrated 
with explanatory drawings and appro- 
priate items in the company’s line. 

LEEDS AND NortTHrupP Co., 4934 Sten- 
ton Ave., Philadelphia, Pa——A 24-page 
booklet on the application of electrical 
thermometers to the “Efficient Regula- 
tion of an Air-Conditioning System.” 
Designed for the owner, the architect, 
the engineer and the contractor and 
containing all each needs to know about 
electrical thermometers. 








Motorcycle Service cuts cost of delivery 
for the Asbury Park Electric and Auto 
Parts Co., Asbury Park, New Jersey. 
The concern rents the motorcycle and 
the driver on a full-time basis, taking 
care of one-half of their deliveries on an 
economy basis of 50 miles to a gallon 
of gas. 
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Ready For a Big Day. The shipping | 
force of the Turner Electric Supply Co., | 
Detroit, in full uniform. Left to right: 
Joe Yates, manager of traffic and ship- 
ping; Harry Storm, Carl Burtke and 
Joseph Pesh. The photo is by courtesy 
of Appleton Electric Co., one of Turner’s | 
suppliers. 








GENERAL CABLE Corp., 420 Lexing- 
ton Ave., New York City.—An explana- | 
tion of the feature of “Mid-Rip” lamp | 
cord (type POSJ) contained in a single | 
leaflet. Illustrated. 

Century EL ectric Co,. St. Louis, 
Mo.—A completely illustrated booklet 
describing the manufacturer’s new line 
of polyphase motors especially designed 
for air conditioning installations, refrig- 
eration, blowers etc. 

S. H. Coucn Co., North Quincy, 
Mass.—A series of single page catalog 
sheets featuring various telephone equip- 
ment. Included on the sheets are recti- 
fying units, lamp type switchboards, sub 
station telephones and _ master-station 
telephone systems. 

SHERIDAN Evectro Units Corp., Chi- 
cago, Ill—A four-page folder, catalog 
No. 4, featuring the Vogue line of elec- 
tric table stoves, toasters and food 
warmers. Includes detailed specifica- 
tions and list prices. 

3RYANT Exectric Co., Bridgeport, 
Conn.—Catalog pages 36A and 36B 
featuring additions to the interchange- 
able “IL” line. Technical data and illus- 
trations of the new items. 














St. Paul Wholesalers. It does warm up 
enough in St. Paul to venture out with- 
out a coat if our friends at the Blaine 
Electric Co. are an example. From left 
to right we see Neil Snyder, counterman; 
H. L. Dedrick, sales, and his _ brother, 
G. J. Dedrick, office man. 
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SECURITY 
FRICTION 
TAPE 








“U.S.”’ Tape costs no more, and 
your assurance of dependable 
quality lies in the fact that 
here’s a line of friction tape 
and splicing compound that 
bears the name of the world’s 


largest producer of rubber. 


If you’re not already handling 
“U.S.” Friction and Rubber 
Tapes you are passing up sub- 
“U.S.” Tapes 


have been favorites with elec- 


stantial profits. 


trical contractors and industrial 
users for years. Stocks in all 


principal industrial centers. 


Here’s a ready-made market waiting 


for you. Why not investigate today? 


United States Rubber Products, Inc. 
1790 Broadway 


New York City 
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ESIico 


(Reg. U. S. Pat. off.) 











Industrial 
Electric 
Soldering 


lrons 


The ever inereas- 
ing demand for 
ESICO irons on the 
part of production 
men is the result of 

elght years of conscien- 
tious effort on the part 

of an organization to spe- 
cialize and devote its every 
attention to the manufacture 
of rugged and highly efficient 
electric soldering irons. 
Eight years of specialization in 
manufacture, based on an equal 
number of years of experience in 
general electrical manufacture. 

We are proud to be able to offer the 
Distributor a high quality line of 
industrial trons backed with a _ co- 
operative policy. 


ELECTRIC 


SOLDERING IRON CO., Ine: 
342 W. 14th St. New York, N. Y. 











Simple and Effective 


“ILSCO” 
SOLDERLESS 


LUG” 





@ The ILSCO Solderless Lug not only provides 
an effective mechanical and electrical connection 
but = a simple in construction that anyone can 
apply it. 


Serrations assist in gripping wires—stranded 
wires are forced into a solid mesh. 100% asal- 
vage value—each lug takes care of various size 
wire—low cost. 





Ilsco solder lugs show the size of the largest 
wire they will take. 





Wholesalers should write for complete data and samples 
of all Ilsco Products. 


ILSCO COPPER TUBE & PRODUCTS, Inc. 
5629 Madison Road Cincinnati, Ohie 








New Publications 


MetHops oF HANDLING CUSTOMER 
CoMPLAINT—35 pp. Policyholders Ser- 
vice Bureau, Metropolitan Life Insur- 
ance Co., One Madison Ave., New York 
City. Copies available to those inter- 
ested upon request. A report of methods 
used by business organizations to reduce 
the cost of handling complaints and, at 
the same time, to preserve good will. 
Subjects discussed include the training 
of salesmen in forestalling complaints, 
company policies as to attitudes towards 
complaints, and methods used by manu- 
facturers, wholesalers and retailers in 
adjusting complaints. Case studies of 
typical methods are illustrated with re- 
productions of the forms used in record- 
ing the receipt and handling of various 
complaints. 


Classified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 
Payment in advance is required for ad- 
vertising in this column. 








Lines Wanted 


Manufacturers’ Agents (New York City 
—Eastern Territory) desire to hear from 
manufacturers of conduit, wire, boxes, 
fittings and associated lines. This newly 
formed, live, active agency offers estab- 
lished manufacturers an excellent oppor- 
tunity to build up their sales or to break 
into the eastern market. We are thor- 
oughly experienced, with large follow- 
ing among the wholesaling and contract- 
ing trades. Complete warehousing fa- 
cilities available. Address Box 62, 
ELECTRICAL WHOLESALING, 330 W. 42nd 
St., New York City. 


Manufacturers’ Agency: Traveling three 
men in Indiana, Kentucky and Southern 
Ohio, wants an additional line with 
volume possibilities. _ Wide contacts 
among wholesalers, utilities and indus- 
trials in this territory. Address Box 63, 
ELECTRICAL WHOLESALING, 330 W. 42nd 
St., New York Cty. 








Real Salesmen are A. Moe and E. C. 
Strom, who call on the trade for the 
Electric Supply & Fixture Corp., Omaha. 
Both of these men have been with the 
firm since its organization in 1931. Be- 
sides doing sales work, Mr. Strom is 
secretary of the company. 








TRADE MARK REGISTEREO 


KWIKON Quality 
Makes Good for You 


Sales Increase - - Profits 
Add Up. It is smart business to feature 


this modern line because KWIKON 
products are getting first call in many 
centers from coast to coast. A complete 
KWIKON stock will give you a real sales 
advantage. 






KWIKON ‘‘No-Bolt’’ Studs 
are an example of KWIKON 
value. They employ no small 
bolts or nuts to fuss with, 
thus saving 5/6th of in- 
stalling time of ordinary 
studs and produce a better 
job, too. These advantages 
have resulted in mak- 
ing the ‘‘No-Bolt’’ 
Stud the standard of 
the field. Their pop- 
alarity is deserved and 
it is only logical that 
contractors should pre- 
fer this modern stud. 


Other KWIKON Products 


Locknuts and Bushings ¢ Box Connectors 
e Entrance Fittings ¢ Ground Fittings 
Conduit Straps and Clamps e Fixture 
Fittings ¢ Box Hangers ¢ Endoutlets « 
Conduit Fittings 


Write for Bulletin 


KWIKON COMPANY : = 


CHICAGO, ILL. 














PLAN NOW TO 
ATTEND THE 


27th Annual 
Convention 


of the 


NATIONAL 
ELECTRICAL 
WHOLESALERS 
ASSOCIATION 


to be held in 


CHICAGO 
SEPT. 23-27 


sa ataaiiarteinsiaiianedl 
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; ae A 
Minnesota, 
calls on Robert H. Parker, president, 
Peerless Electric Co., Minneapolis, to 
learn about the Hotpoint refrigerator. 


Hizzoner Seeks a refrigerator. 
Riter, mayor, Rochester, 


The showroom of Peerless is always 
open to their dealers, as in this case the 
mayor was brought down to Minneap- 
olis by a Rochester dealer. 





Manufacturer: If you are progressive and 
have a reputable line, I want to repre- 
sent you in Ohio, West Virginia and 
western Pennsylvania. Will consider 
full or part time proposition. Ten years’ 
experience contacting electrical and 
hardware wholesalers, industrials and 
department stores. Address Box 64, 
ELECTRICAL WHOLESALING, 330 W. 42nd 
St., New York City. 


Positions Available 


Salesmen Wanted to cover the electri- 
cal, hardware and radio dealers, every- 
where. Commission basis. Wonderful 
opportunity. Address Box 65, ELectri- 
CAL WHOLESALING, 330 W. 42nd St., New 
York City. 


Sales Agents, experienced, to call on 
wholesalers and lighting fixture manu- 
facturers in the eastern and southern 
States to handle a line of lighting glass- 
ware. Address Box 66, ELEcTrRICAL 
WHOLESALING, 330 W. 42nd St., New 
York City. 


Miscellaneous 


Electrical Manufacturer, located in New 
York will share any part of ware- 
house, with or without office space in 
same building, at an address well known 
to all jobbers. Very reasonable rate. 
Good receiving and shipping facilities. 
Private freight elevator. Ideal for 
branch office or factory representative. 
Address Box 67, ELecrricaL WHOLESAL- 
ING, 330 W: 42nd St., New York City. 


Established Electrical Contractor, near 
Dayton, Ohio, desires to dispose of his 
business, including inventory and build- 
ing. Address Box 68, ELEctrIcCAL WHOLE- 
SALING, 330 W. 42nd St., New York City. 


Surplus Stocks Bought Up: We will 
purchase your slow-moving and surplus 
stocks of electrical supplies, wiring ma- 
terial, motors, lighting fixtures, condu- 
lets, etc., in any quantity if the mer- 
chandise is desirable. Send us an 
itemized list and we will make you our 
cash offer. Address Box 61, ELecrricaL 
WHOLESALING, 330 W. 42nd St., New 
York City. 









Thread-on Wire 
Connectors were 
used _ exclusively 
and _ throughout 
these buildings for 
roughing-in an 

fixture hanging. 





WIRE 
CONNECTORS 


of the thread-on type 


The preference shown in every part of the 
country for Wire Connectors of the thread-on 
principle points to unprecedented sales this 
year. For here is the contractor’s “standard” 
for making quick, safe, strong wire joints with- 
out solder, tape or tools—wire connections that 
are better mechanically as well as electrically. 
Electrical contractors, electricians, industrials, 
sign hangers, radio men, and appliance manu- 
facturers appreciate this cost-cutting way of 
making wire joints better. 

Wise is the wholesaler who concentrates his 
efforts on thread-on WIRE CONNECTORS. It 
means extra sales, quantity orders, repeat busi- 
ness and extra profits. Write any of the five 





Central Nationa! Bank 
Bidg.. Richmond. Va. 


Approved by Under- 
writers’ and Fac- 
tory Mutual Labora- 
tories, recommended 


ee ata. manufacturers below for samples and _ profit 
ent No. 1,700,985 producing discounts. 


sustained in two 

major court deci- BRYANT ELECTRIC CO., Bridgeport, Conn. 

sions, GENERAL ELECTRIC CO., Bridgeport, Conn. 
IDEAL COMMUTATOR DRESSER CO., Sycamore, III. 
WEISS & BIHELLER MERCHANDISE CORP., 


ew York, N. Y. 
WIREMOLD COMPANY, Hartford, Conn. 





The Koppers Bidg.. 
Pittsburgh, Pa. 





oe 
William Penn Hotel Addition 
Pittsburgh, Pa. 





RCA Building 
Rockefeller Center 
New York City 


Philadelphia Fidelity Trust —— 
Bidg., Philadelphia, Pa. The Lincoin Bidg. 
New York City 




















72 ELECTRICAL WHOLESALING 





YAGER'’S 
has stood 
ieee the 

Test of 
Time 


YAGERS 





Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


1 pound cans. —— ea. 
1 pound cans. .80 ea. 
5 pound cans... ..3.00 ea. 


Less by reshipper cartons. 
Ask for 
FREE SAMPLE 











Alex R. Benson Co. Inc. 
Hudson, N. Y. 








STRONG — tougher than steel, re-usable, 
withstands abuse 


CORROSION FREE =resists salt air, 
fumes, will not season crack 


COMPACT =casily taped, neat 


BURIDY 


encineering CO., Inc. 


305 tage 451m STREET, NEW YORK 


Agent Every wteere 
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WOLVERINE LUGS 
Sold ONLY Through 
the WHOLESALER 


Wolverine maintains a consistent policy; 
of distributing Soldering Lugs and 
Sleeves only through recognized whole- 


sale channels. 
Large factory stocks permit prompt 


shipment in any size or in any quantities 


needed. 


WOLVERINE 


TUBE COMPANY 
1441 Central Ave. 
Detroit, Mich. 








Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 


Asbestos Covered Resistance Wires 


The Holyoke Company, Inc. 
720 Main St., Holyoke, Mass. 


SHERMAN 


SOLDERING 


LUGS 























@ The solder cannot 
leak out at closed end, 
making a messy job and 
wasting solder. Better 
conductivity. In sizes 
15/16” 0.D. and up. 
Made only of seamless 
copper tubing of exactly 
correct gauge—made for 
the purpose. Listed as 





SOLD 


THRU approved by the Under- 
JOBBERS _ “Titers’ Laboratories. 
Side Formed 


U. S. Pat. No. 14401 


san F1.B. SHERMAN MFG. CO. 
— Battle Creek, Mich. 
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PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS. 





ia PLYMOUTH RUBBER COMPANY, Inc. 
| Since 1896 a MASSACHUSETTS 


@ 
2 








Fuse Prospects 
Have You? 


Sometimes things are so easy 
to see that we forget to look at 
them. For instance, everybody 
knows that wherever there are 
electrical circuits there must be 
protection for them. We all 
know also, that somewhere in 
those circuits fuses are used. But 
in a lot of cases a salesman will 
call on a fuse user time after 
time and forget to ask for his 
fuse business. It is so easy to 
overlook the obvious thing. 


TH E BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 














“HOT WEATHER TALK” 


——let others do it 
—while you sell 


Hot weather, hot sunshine, hot sticky showers,—how they 
wreck sales pep. Pretty hard these warm days to keep up that 
old selling spirit. 


Some wise sales manager once said—'‘‘Turn every objec- 
tion into a selling asset.” Generally speaking that’s sound 
advice—it surely is in this case. 


None of us can do anything about the weather—but we 
can let OUR COMPETITORS do the slumping while we do 
the selling. 


Let them chat about fishing or the Ozarks, tennis or beer, 
Coney Island or what not—while they babble we can sell—and 
when selling talk is over, let’s grab the Panama and travel— 
there are others to be sold. 


Of course, hot weather gets buyers, too. It’s hard to keep 
them interested. Probably your best bet is to pick our articles 
that have special sales appeal and talk about them. 


Among such products there are none that lend themselves 
better to a good sound, interesting sales talk than BUSS 
SUPER-LAG Renewable Fuses. 


Refresh your memory from time to time with the brief 
sales talk that is on the Buss price sheet in your binder—or 
better still talk to the BUSS sales representative. He is always 
getting new ideas from headquarters to pass along to you. 


A Division of the McGraw Electric Company 
Pm Ca Var a Os 








FUSE 


